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The Butterick Trio 


Comprising 
The Delineator 
l5c.—$l year 
The Designer 
10c.—i0c. year 
New Idea Woman’s 
Magazine 
5e.—50ec. year 


Reaching .. 1,600,000 
omes 
About 10,000,000 
Prosperous Readers 


—Women who do their bu;- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 


selves...... “The Cream of 
Good Customers in Amer- 
ica”......A group of con- 


sumers whose patronage 
alone is enough to assure 
the success of any good 
article. Your advertisement 
printed 1,600,0co __ times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs you 
far less, than you could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness me buyi' 
power, Trio Rate: $ 7.1 ie 
per agate line, Ani ze ad 
one time ($100) costs you 
1-1000 of 1c. per reader. 
A Page adonetime( 2550) 
costs you about of 

per reader, 


W. H. BLACK 
Mgr. of Advertising 
Home Office, Butterick Bidg. 
New Yor! 

F. H. RALsTEn 

- Western Adv. Mgr. 
First National Bank” Bldg. 
Chicago 








THE BUTTERICK TRIO. 
THE OLUNEATOR ~ THE OLSIGNER - NEW IDEA WOMAN'S MAGAZINE 
GUTTERICK BUILOING, NEW YORK 


WH. Black, Manager of Advertising @ 


Advertisers in the Delineator—the Designer—the 
New Idea Woman’s Magazine—are assured of the 
retailers’ co-operation because— 


Retailers in every line know that the Butterick Trio 
has smoothed the path of selling—that many and 
satisfactory sales are made directly through the three 
magazines, 


Wholesalers know the Delineator—the Desig 
—the New Idea Woman’s Magazine, because they in 
-turn have had the experience of increased orders from 
the retailer whose selling has been made rapid and 
easy by Butterick induced consumer-demand. 





Advertisers who have used the Delineator—the 
Designer—the New Idea Woman’s Magazine, have 
experienced instantly the willingness of the retailer 
and the wholesaler to stock up and to maintain that 
stock by the simple process of unforced demand. 


When you have accomplished the task of remov- 
ing retailer resistance you then have your product 
moving through natural, constantly enlarging and 
easy channels, with the motive force of consumer- 
demand—Butterick i d d back 
of it. 





The Butterick Trio, alone and unaided, will carry 

*‘ your message to 1,600,000 subscribers--about 10,0co- 

ooo readers who weed and.cad/ for the necessities and 
luxuries of life every day in the year. 


wart 


Manager of Advertising 


Butterick advertising is the most expensive, cost 
per line considered, in the world—and the cheapest. 
Write and ask me why. 
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1,600,000 FAMILIES ....... 





DELINEATOR 


DESIGNER 


BUTTERICK TRI 


. 10,000,000 PROSPEROUS READERS 
NEW IDEA WOMAN'S MAGAZINE 
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THE ROLL OF 
HONOR 


is a department among the advertising 
pages of Printers’ [nx in which every 
paper is entitled to appear which has 
submitted a detailed statement to 
Rowell’s American Newspaper Direc- 
tory of the number of complete and 
perfect copies issued for the period of 
an entire year preceding the date of 
such statement. No paper which has 
not submitted such a statement, cover- 
ing the period of one entire year, can 
secure a place upon the Roll of Honor 
for either Love or Money. 


PRINTER’S INK is the one journal that can give such a department the 
integrity which makes it valuable to advertisers and the publicity which will 
produce results for publishers appearing therein. A rating in the Roll of 
Honor practically fixes the circulation of a paper beyond dispute. The 
establishment of such a method, capable of being kept all the time up-to-date, 
marks an era almost as important in scientific advertising as was the estab- 
lishment, in 1869, of Rowell’s American Newspaper Directory. The Roll of 
Honor is the only organized weekly service in existence anywhere through 
which the honest and progressive publisher, entitled to membership, can 
bring before the advertisers of the United States his increase of circulation 
for a week, a month or a quarter just past. It is a satisfactory guarantee of 
the publisher’s truthfulness and good faith. In reports of this kind every 
prominent advertiser is vitally interested. The Roll of Honor is a unique 
and choice service for choice mediums. It is the only authoritative source 
of such information to be had at any price, and the expense of it is merely 
nominal. ° 

Roll of Honor advertising costs 20 cents a line, or $20.80 for a two-line 
advertisement for one year. Ifcash in advance for one year accompanies 
this order, a discount of 10 per cent may be deducted, 

For further information, if desired, address, 


Tue Printers’ Ink Pusuisurnc Co., 
No. 10 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS, 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., PoST OFFICE, JUNE 29, 1893, 
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SEWING MACHINE 
CAMPAIGN. 


THE SINGER INTERESTS BACK UP 
THEIR ENORMOUS SALES FORCE 
WITH A NEW PROPAGANDA—NOT 
TO SELL MACHINES, HOWEVER, 
BUT TO PROTECT THE PUBLIC— 
WOMEN’S MAGAZINES AND NEWS- 
PAPERS ARE THE MEDIUMS—A 
LITTLE INSIGHT INTO CONDITIONS 
IN THIS INDUSTRY, 


The Singer Sewing Machine 
Company, with headquarters in 
New York, is the oldest concern 


A LIVE 


in that industry, the wealthiest, 
the largest, and one with a selling 


organization so vast that it is 
perhaps the most comprehensive 
of its kind in the world. 

Isaac M. Singer was the first 
large manufacturer to enter the 
sewing machine field after the de- 
velopment of the device by in- 
ventors like Howe, Hunt, etc. 
The organization he founded has 
not only grown amazingly, but 
now owns the Wheeler & Wilson 
business, his most aggressive 
competitor in the early days o 
the industry. To-day the Singer 
interests turn out, from various 
factories, fully 2,000,000 machines 
a year, This immense output is 
distributed all over the world, not 
through dealers, but by means of 
the company’s own shops, of 
which there are more than 6,000 
all told. The mere list of these 
shops fills a book of 200 pages. 
New York and Brooklyn have 
ninety, Chicago forty, Philadel- 
phia more than sixty, London 
twenty-four, Great Britain 6109, 
France 220, Germany 644, etc. 
The organization covers Canada, 
Mexico, Europe, India, South 
Africa, Turkey, Australia and 
many ‘other lands, Each Singer 
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shop, wherever found, is con- 
trolled absolutely by the com- 
pany, and is a center for sewing 
machine supplies and sewing ma- 
chine troubles of every sort—no 
matter who the woman is, or 
what language she speaks, or 
what make of sewing machine she 
owns, the nearest Singer shop is 
the place for her to apply for 
help. And women all over the 
world know this. 

Certain interesting conditions in 
the industry have lately led the 
company into an advertising cam- 
paign that is probably the most 
radical that has been undertaken 
for sewing machines in many 
years. Sewing machine publicity 
was one of the earliest forms of 
commercial exploitation that ap- 
peared in this country. Turn up 
the dusty files of magazines thir- 
ty, forty and even fifty years old, 
and there, among the half-dozen 
pages of business announcements, 
it will be found that sometimes 
one-fourth of all the ads, of every 
kind, were sewing machine talks. 
are usually mighty good 
talks, too. For the sewing ma- 
chine was new then, and manu- 
facturers had to talk about it to 
educate the public, and to set 
forth arguments that would meet 
the claims of competitors. 

In recent years, however, the 
Singer business has grown so 
vast and solid that only the most 
perfunctory trademark advertis- 
ing was ever done. The problem 
has been, not to sell machines at 
all, but to enlarge factories fast 
enough to turn them out. Con- 
sequently, the compariy may be 
regarded as more than ordinarily 
conservative on the advertising 
question, and its recent use of 
large space in magazines and 
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newspapers, for the purpose of 
printing explanatory talks about 
the Singer, is a departure of al- 
most news interest. 

“What led to the modifying of 
your conservative policy?” a 
Printers’ INK reporter asked G. 
A. Priest the other day. Mr. 
Priest is advertising manager of 
the company, and was seen at the 
offices down on Broadway, next 
to the big new skyscraper that is 
to be the Singer Building when 
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But you dont have to tell p 
i hey | 


what the Singer is. 
already, and have known 
years, and the demand is so 
to-day that whenever I go d 
stairs to speak of our advert 
the officers say, ‘Good 
Priest, show us some way t 
out more goods—what do 
want to advertise for?’ 
“No, young man, we're 
trying to educate the public 
But I'll tell you what we’re 
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the thing right. 


“Have you ever heard of what 
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anything in this company’s adver- 
tisements that leads you to be- 
lieve we are less conservative?” 

“Why, they give information 
about sewing machines, and that’s 
something sewing machine ads 
haven’t done in a_ generation,” 
insisted the reporter. 

“That’s our advertising agen- 
cy.” said Mr. Priest. “Those 
fellows up there are pestering the 
life out of us to let them put in 
information about the Singer that 
will educate people to buy it. 


is known as the stencil piano? If 
you have, then you know that it’s 
a cheap piano made by some ir- 
responsible manufacturer and let- 
tered with the name of the dealer 
who sells it. Now, lots of busi- 
ness men who know what a sten- 
cil piano is, haven’t heard that 
there is such a commodity as the 
stencil sewing machine. But there 
are—hundreds of them on_ the 
market to-day, sold by depart- 
ment stores, dealers and _ inail- 
order houses, and some of ‘hem 
(Continued on pag: 6. 
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IME WAS—not so long ago, 

either—when the publishers of 
Tue Lapirs’ Home Journat regarded 
with satisfaction a total of 37 columns 
of advertising, representing $37,c00, 
in one number. 


Now, in one issue: the September 
number, just put to press, contained az 
excess of 37 columns over last year. 
109 columns last September: 146 
columns this September. 


117 columns are already ordered for 
the October number: 87 columns for 
November. The allotted advertising 
space in these issues will soon be 
oversold, and no additional space can 


be provided. 


Tue Curtis PusitisH1nc Company 
PHILADELPHIA 


New Yorx Boston CuicaGo Burrato 
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are pretty poor value for a pur- 
chaser’s money compared with a 
Singer, even though they are sold 
for only a third as much. Such 
a sewing machine is made by an 
irresponsible manufacturer, very 
often, and sold by a dealer of less 
responsibility. It is often thrown 
together, and designed on wrong 
mechanical principles. It may 
last some time, but even so, when 
the purchaser has a break-down, 
and wants repairs or parts, the 
manufacturer may have gone out 
of business. In that case, what 
is the owner of a job-lot ma- 
chine to do? Then, some ofthe 
houses that handle these stencil 
machines have sly ways of ex- 
plaining to the purchaser that 
certain great manufacturers find 
it profitable to supply people who 
can’t pay very much with ma- 
chines that do not bear their 
names or trademarks, but which 
are in every way just as good as 
the regular trademark product. 
‘If you only knew the name of 
the house that made this sewing 
machine,’ says the salesman in a 


whisper, ‘it would surely surprise 


you.’ The inference is, of course, 
that the anonymous machine is 
the unacknowledged product of a 
well-known manufacturer, And 
as the Singer Corporation leads 
all others in the world, the hood- 
winked purchaser probably jumps 
to the conclusion that it is ours. 

“Now, isn’t that a mean form 
of swindling? 

“Well. it is this evil, and others 
like it, that we are fighting inthe 
present advertising campaign, Of 
course, we don’t make anonymous 
products in any form. Every 
Singer and every Wheeler & 
Wilson goes out with honest 
name-plates, and is sold through 
our own shops, and backed by 
our whole organization, and our 
guarantees, and everything we 
have. That name-plate is an as- 
surance of the best construction, 
and the best mechanical design, 
perfected during nearly sixty 
years of business. Either a Sing- 
er or Wheeler & Wilson is built 
to last a lifetime, and there is 
always a Singer shop at hand to 
see that it does last and give ser- 
vice. Women know this, too. 


When a woman has one of our 
sewing machines in her home. she 
has something that stands fox the 
highest product in its line all over 
the world, and a machine that she 
is proud to show to anyone, 

“We don’t object to the other 
fellows’ selling machines, sind 
you—not at all. But we want 
them to play fair, and want the 
public to know the dishonest 
tricks of the trade, and so weare 
using magazines and newspapers 
to give the public purely trade 
information rather than sewing 
machine education. 

“In the magazines—we are 
using nothing but those that go 
to women, such as the Delineutor, 
Ladies’ Home Journal, Woman's 
Home Companion, Good House- 
keeping, Ladies’ World, House- 
keeper, etc-—we emphasize the 
fact that there are Singer stores 
everywhere, and that they are 
sewing centers, and that the store 
is there to stay as a permanent 
institution, and that the sale ofa 
Singer with us represents the as- 
sumption of a responsibility on 
our part to see that it lasts and 
gives. satisfaction. We _ repair. 
We sell parts. We give instruc- 
tions and advice. When a woman 
buys from us she buys direct 
from the largest and oldest manu- 
facturers in the industry, without 
the intervention of a dealer. 

“That’s the magazine advertis- 
ing. Now, in the newspapers we 
are making announcements | that 
meet local trade conditions 
wherever there is dishonesty in 
competition. The campaign in 
Philadelphia is strongest just 
now. We are using large spaces 
over there in the dailies to ex- 
plain the tricks of the sewing 
machine trade. In many other 
localities we are conducting sim- 
ilar newspaper campaigns, run- 
ning from three months toa year, 
according to conditions _ that 
prevail.” 

Despite the avowed purpose of 
this advertising, however, it 1s 
understood that many _ reaers 
find the sewing machine informa- 
tion more interesting than the 
company’s arguments against the 
“just-as-goods,” and are visiting 
the shops. This is especially true 
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of the magazine advertising, it is 
said, which follows general lines 
in its statements, and bears not 
so much evidence of being writ- 
ten for a purpose as does the 
newspaper work. Salesmen for 
the company are reported to be 
awake to the educational value of 
the magazine announcements, and 
are probably in better position to 
judge results than the home office. 
For no literature is sent out to 
inquirers, With so comprehensive 
a sales system, inquiries go di- 
rect to the local Singer shop. 
While the company states that 
180,000 of its machines are now 
owned in Philadelphia, and this 
would seem to take in “nearly 
everybody,” still the fact remains 
that that does not include quite 
all the homes in that city that 
need a sewing machine. And the 
same ratio probably holds good 
elsewhere. If the company could 
turn out the machines in sufficient 
number, the right sort of infor- 
mative advertising would un- 
doubtedly sell more of them. 


FIFTi: EN PER CENT. 

The tendency among a greater num- 
ber of magazine publishers to con- 
cede to the advertising agent a com- 
mission of fifteen per cent instead of 
ten per cent, and compel him by con- 
tract to charge the corresponding rates 
to his client, is one of the best things 
for the advertiser. 

There may be a few advertisers who 
will want the additional commission, 
but the advertiser who has had some 
experience with agents will realize 
that the cheaper an agency works for 
him the less and poorer is the service 
(when there is service at all), and 
when the customary ten per cent rate 
is cut, he is merely increasing his 
chances of receiving dishonest service. 
The opportunity is always before the 
advertising agent, and to the class who 
split commissions the temptation to 
overcharge ceases to be a_ temptation, 
becoming instead a case of justifiably 
squaring himself. There is no middle 
way for the advertising agent between 
honesty and dishonesty; he has to de- 
cide with himself to be one or the 
other thing with his client. The curious 
part of it all is, the advertiser who 
insists on having a share of the com- 
mission belonging by right to the agent 
doesn’t realize that he not only re- 
ceives a correspondingly poorer ser- 
vice but is apt to be trimmed in the 
bargain. 

Business conditions to-day demand 
an extended knowledge of trade and 
selling science from’ the advertising 
ent, amounting almost to technical 
verfection. The accumulation of mer- 


chandising experience under a_ thou- 
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sand varying conditions, the gather- 
ing of data and statistics, classifica- 
tion, systematizing and recording for 
practicable usage, their adaptation to 
the specific requirements or conditions 
of an advertiser’s sales office, the 
economizing of sales energy and cost, 
all these features have become _neces- 
sities of a modern agency—and very 
expensive necessities to secure and 
maintain. The advertiser who has _en- 
joyed such service at the hands of his 
agents knows its value to him, and is 
willing to pay, especially when it does 
not cost him any more.—Presbrey’s 
Little Book. 


> 


Business literature is coming more 
and more to be the great harbinger of 
trade. Could the United States invest 
any equal sum to produce anything 
like an equal influence upon the export 
of American products, as would fol- 
low the adoption of a low rate of post- 
age upon all business literature sent to 
foreign countries?—Selling Magazine. 











June in Chicago 


During the month of June, 1907, 
the average circulation of the daily 
edition of The Chicago Record- 
Herald 


Exceeded 152,592 


Or a Gain of More Than 14,000 
Copies Over June, 1906 

The Record-Herald is confident 
that it has a larger circulation than 
any other two-cent paper, morning 
or evening. 

It challenges an investigation if 
the assertion is questioned. 

In the same month the average 
circulation of the Sunday issue 


Exceeded 220,735 


Or a Gain of More Than 18,000 
Copies Over June, 1906 





Chicago Record-Herald 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Tatzes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 
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SUMMER DULLNESS AND 
THE CENSUS, 


GLANCE OVER THESE INDUSTRIES 
AND SEE HOW FEW ARE FUNDA- 
MENTALLY INVOLVED BY HOT 
WEATHER STAGNATION—IF THERE 
ISN'T SOMETHING DOING IN THE 
RETAIL, THEN THE WHOLESALE IS 
BUSY—ALL LEAD RIGHT INTO A 
BRISK SELLING SEASON IN SEP- 
TEMBER, 


About 320 separate industries 
are listed in the Census bulletin 
of manufactures for 1905. Many 
of these are industries dealing 
with raw materials in crude 
form, as oil refining, smelting, 
wool scouring, etc. Such indus- 
tries have no bearing on prob- 
lems of distribution and advertis- 
ing to the consuming public. 
From this Census bulletin, how- 
ever, have been selected seventy- 
five leading industries that cater 
direct to the consumer, embrac- 
ing commodities that need gen- 
eral or special advertising in 
their distribution. The compiler 
has aimed to show how slightly 
so-called “summer dullness” need 
enter into the plans of manufac- 
turers, wholesalers, jobbers or 
retailers—how little such fancied 
stagnation in hot months ought 
to affect the building of permanent 
business. To that end he has set 
down opposite each industry 
brief remarks concerning its 
state in summer: 


1 Agricultural implements—Summer 
the height of selling season. 

2 Ammunition—Summer advertising 
prepares for heavy consumption of 
sporting powder, etc., in fall and win- 
ter, while blasting powders sell best 
in summer, the great building season. 





3 Artificial feathers and flowers— 
Spring and fall best seasons. 
4 Automobiles—Late winter and 


a spring the best selling season, 
but summer the time for creating 
interest therein. 

5 Awnings, tents and_ sails—Obvi- 
ously a summer industry. 

6 Baking powders and yeast—Prob- 
ably somewhat dull in summer. 

7 Bicycles and tricycles—A summer 
necessity to many who never use them 
at other seasons. 

8 Boots and shoes—Spring and fall 
the recognized seasons, but many spec- 
ialties for sports, etc., sold in mid- 
summer. 

o Bread and bakery products—More 
used in summer on account of dis- 
comfort of home baking. 

10 Canning and _ preserving—Many 
meat and fish foods consumed cold in 
summer, and even canned vegetables 





PRINTERS’ INK, 








where 
camping. 

11 Carpets and rugs—Generally du'l 
in summer, but leads to fall season. 

12 Carriages and wagons—Gou | 
sales in July and August, when farn 
ers get crop money. 

13 Cheese, butter and 
milk—Staple summer foods. 
14 Chocolate and cocoa _ products 
Large summer consumption as _bever- 

ages and confections, 

15 Cleansing and polishing prepara- 
tions—Suited to spring and fall hous- 
cleanings. 

16 no ita all year round. 

17 Clothing, men, women and 
chiidren—Summer regarded as interval 
between spring and. fall selling, but 
time for hot weather specialties and 
clearance sales. Active buying period 
in wholesale. 

18 Coffee and tea—Little falling off 
in consumption. 

19 Collars and  cuffs—Summer es- 
sentially a time of heavier purchases. 

20 Confectionery—No falling off in 
summer. 

21 Cordials and _ sirups—Heaviest de- 
mand in summer for drinks. 

22 Cotton goods—Spring the best 
season, but staple all year. 

23 Electrical machinery—Summer a 
season for selling fans, etc. 

24 Firearms—Summer sales good, 
leading into fall sales, 

25 Fireworks—Summer best season. 

26 Flags and banners—Summer sales 
largest. 

27 Flavoring extracts—Summer sales 
very large. 

28 Flour products—Summer sales 
perhaps show decrease. 

29 Food preparations— Many are 
essentially summer specialties. 

30 Fur goods—Out of season. 

31 Furniture—Sales light, but sum- 
mer leads directly into heavy fall 
seliing. 

32 Gas and gas fixtures—Summer a 
season of activity in sales, when much 
can be done to create new business. 

33 Glassware, crockery, etc,—Slack 
in summer, picking up in September. 

34—Gloves—Sales fair, though sum- 
mer is “off”? season. 

35 Hammocks—The $500,000 output 
of this industry sold almost exclusive- 
ly in spring and summer. 

36 Hardware—-Slack season. 

37 Hats. (straw)—Sold chiefly in 
spring and early summer. 

38 Hosiery and knit goods—Spring 
and summer sales of high-priced fancy 
goods. Summer time of buying in 
wholesale. 

39 House-furnishing goods—Summer 
leads to active fall season beginning 
in September. 

40 Jewelry—Summer dull. 

41 Lamps—Summer dull. 

42 Leather goods—Some sales of 
novelties in summer, as traveling im 
pedimenta, belts, etc. 

43 Linen goods—Summer sales fair, 
leading to heavy fall business. 

44 Liquors and wines—Summer sale: 
rey heavy. 

45 Millinery—Active in wholesale. 
46 Mattresses and bedding—Whole 
sale activity. 

47 Mineral and soda 
mer sales enormous. 
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48 Musical instruments—Advertising 
has killed the notion of ‘‘summer dull- 
ness” among piano men in many cities, 
— large sales in country follow crop 
sales. 

49 Paints—Sales fall off in midsum- 
mer, but are active in May and Sep- 
tember. Good season for educational 
advertising. 

50 Perfumery and cosmetics—Heavy 
summer sales. 

ist Photographic 
heavy summer sales, 

52 Pickles, preserves, 
summer sales. 

53 Pipes, tobacco, cigars, cigarettes 
—No falling off in summer trade. 

54 Printing and publishing—Summer 
a season of wide preparations for fall 
catalogues and publications, as well as 
a season for reading greatly under- 
estimated by book publishers. 

55 Refrigerators—Spring the best 
selling season. 

56 Shirts—Summer wholesale activ- 
ity, with good retail sales. 

57 Silverware—Dull in summer. 

58 Silk goods—Moderate summer 
sal 


apparatus — Very 


etc.—Heavy 


es. 

sg Slaughterhouse products, meats, 
etc.—Good sales for many products 
specialties. 

60 Soap—Staple all year around. | 

61 Sporting goods—Summer a brisk 
seiling season. 

62 Stationery—Fair summer - sales, 
especially novelties such“as postcards. 

63 Stoves—Summer a time to edu- 
cate through advertising for the great 
demand beginning with September. 

64 Straw goods—Good summer sales. 

65 Toys and games—Good summer 
business in novelties. . 

66 Typewriters and office supplies— 
Summer slack season. . 

67 Umbrellas and canes—Fair sales, 
and active in wholesale. | 

68. Wall paper—Dull in summer, 
but coulu be stimulated. 

69 Washing machines, etc.—Summer 
essentially a season for educational and 
mail-order advertising to farmers, sales 
following harvest. 

70 Watches—Mail-order sales follow- 
ing harvest. a, 

71 Windmills—Sales following har- 
vest. 

72 Window shades and fixtures— 
Sales begin in September. 

73 Wire ie ae follow har- 
vest. 

74 Woodenware—Summer slack sea- 
son, 

75 Woolen goods—Slack until Sep- 
tember. 

Study of this list by advertis- 
thoroughly —_ familiar 
with conditions in special lines 
will show, perhaps, that even in 
many industries to which sum- 
mer is supposed to bring abso- 
lute stagnation, there are large 
sales of new novelties, or oppor- 
tunities to develop such for sum- 
mer trade, or new, fields to be 
opened up through mail-order 
advertising to the farmer, with 
his crop money. Because summer 





Back up your claim of 
quality by having your 
catalogue show it. 

Your printing should 
be as well made as the 
goods you manufacture 
—a reason for trying The 
Imprinters the next time 
you have a catalogue to 
prepare. A century of 
trustworthy work is be- 
hind that name. 


American Bank Note 
Company 
86 Trinity Place, New York 








is accepted as a dull season, so 
much more reason for building 
it up systematically through the 
introduction of suitable goods, 
and by advertising. Nothing in 
the development of our manufac- 
turing and retail trades the past 
twenty years has been more no- 
table than the tendency to abolish 
the so-called dull seasons in all 
lines, winter or summer, and to 
round out, through ingenious 
production and sane publicity, the 
commercial year from end to end. 
The advertiser who lays down in 
summer with the plea of dullness 
admits, not that there is no pub- 
lic to.buy, but that he has noth- 
ing to sell. 
+o 
THIS REAL ESTATE MAN APPRE- 
CIATES “PRINTERS’ INK.” 
Warren, Ohio. 

Editor of Printers’ INK: 

Dear Str—Enclosed find check for 
$5 for which please renew my _ sub- 
scription for four years. 

Printers’ INK has been the means 
of my success in having established 
the largest farm selling business in 
Nerth Eastern Ohio. 

Yours respectfully, 
E. H. KIstver, 
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THE EFFECTIVE DISPLAY 
HEAD 


WHAT CONSTITUTES THE STRONG 
HEADLINE—SUGGESTIONS AS TO 
ITS TYPOGRAPHY AND PHRASE- 
OLOGY. 





That which is sometimes 
termed the pulling quality of an 
advertisement may be said to 
bear a direct ratio to the strength 
of its headlines, for there is not 
the slightest doubt that the re- 
sults of any ad are governed in 
no small degree by the capacity 
of its heads and subheads for at- 
tracting and engaging attention, 
sufficiently, at least, to induce a 
perusal of the body of the ad. 

Yet, it is safe to say that there 
is no other part of an ad so little 
.understood nor upon which so 
little time is -bestowed. In the 
newspaper field headline writing 
is considered an art in itself, and 
on a live paper all headings are 
usually written by experts, who 
do little else but prepare well- 
worded heads and subheads for 
the different news items which 
find their way into the columns 
of the paper. But in advertising 
any group of words which con- 
tains a chance mention of a sale 
or of some merchandise, together 
with a price in large type, is gen- 
erally considered sufficient to in- 
troduce the average ad. The 
lack of ability to build a strong, 
telling headline is one of the 
worst handicaps of many adver- 
tisers. 

As one writer, in discussing 
this art of epitomizing, said, “the 
ability to condense the gist of a 
long paragraph into a few words 
is one of the difficulties of the 
advertising science which does 
not seem to come in for a very 
great share of the average ad- 
writer's study, and yet the suc- 
cess of all advertisements, and 
especially of large ones, depends 
to no small extent upon excel- 
lence in this direction. The 
heads and subheads first catch a 
reader's eye, and if, therefore, 


these are banal and not informa- 
tive, or are misinformative, the 
inclination to read further natur- 
ally receives a serious check. On 
the other hand, if these heads, or 











points, are short, snappy, and, in 
fact pointed and to the point, an 
atmosphere of life and interest 
will be given to the ad that will 
insure for it a far more general 
reading.” 

The province of the display 
head is twofold. It is intended 
primarily to attract attention, and 
next to carry this attention into 
the body of the ad, or, failing in 
that, to impart of itself a general 
idea of the trend of the whole 
ad, so that a passing glance will 
be sufficient to give the busy 
reader the pith of the sale or 
argument. 

This first purpose is most often 
achieved through sheer virtue of 
size, though many _ advertisers 
seek to effect it by means either 
of some typographical oddity, 
such as beginning a headline with 
a lower-case letter, or of some 
sensational phraseology, such as 
“Sweeping (Challenge To All 
Competitors,” or “Rousing Festi- 
val of Bargains.” (Both of these 
strenuous headlines are from a 
recent ad of one of New York’s 
large department stores). These 
erratic, sensational methods, how- 
ever, while sometimes attracting 
attention, generally result, espec- 
ially in the case of sensational 
wording, by gaining the contempt 
or causing the amusement of the 
reader, rather than creating any 
desire on his part to participate 
in the great distribution of bar- 
gains. 

Though size is really one of the 
first essentials of a headline, it is 
not easy to state a rule which 
will serve under any set of con- 
ditions as an adequate guide for 
the advertiser. Perhaps the most 
specific measure which the nature 
of the thing permits of is that, as 
a general rule, the main headline 
should be set in type at least 
three or four times as large as 
the body of the ad, and not less 
than twice the size of the type 
used in any subhead of intro- 
ductory, 

But the usefulness of this guide 
soon finds its limitations in the 
case of the large department 
store ad. Here a multitude of 
varying conditions make a typo- 
graphical comparison of headline 
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and body impracticable, if not 
absolutely impossible. The pro- 
cedure then tollowed is to mark 
the head with the style of type 
desired and with the phrase 
“across two (or three, etc.,) col- 
umns.”’ The introductory is then 
marked for about a 12-point type, 
or, if space is lacking, the first 
two or three lines for 12-point, 
with the remaining lines for 8- 
or 10-point, 

A good general measure to bear 
in mind in marking the display 
lines of a large ad tor type is that 
the average single column will 
contain on a rough average about 
fourteen letters in  14-point, 
twelve in 18-point and eight in 
24-point. Another good general 
tule is that 14-point is best suited 
for single column, 18-point for 
double-column and 24-point for 
three-column displays. The dis- 
play lines of an ad should gener- 
ally be set in one style of type, 
with a different style for the body 
type. For subheads italics are 
often used with good effect. 
John Hancock, American Italics 
and Doric are good display types 
where a black, striking effect is 
desired, and Hearst, Scotch and 
Howland are useful in imparting 
a conservative, though effective, 
tone to large ads. 

It is in the wording of the ad 
that most difficulty is experi- 
enced. As shown above, the 
knack of composing a happy, 
striking sentence, thoroughly de- 
scriptive of the whole ad, or of 
one of its paragraphs, is a rare 
accomplishment. And few sug- 
gestions offer themselves which 
would be of material assistance. 
One of the best ways to learn 
how to write good headlines is to 
study the heads, both in the ads 
and’ over the news items, of a 
good newspaper and analyze the 
various elements which go to 
make these up. 

In the first place, the perfect 
headline must be brief, terse and 
snappy. Generally, it should not 
begin with “the,” “a” or “an,” as 
these mean nothing in them- 
selves, are colorless and merely 
serve to crowd out other words 
of greater strength. It should be 
euphonious and have a swing to 


its wording that may be relied 
upon to carry it into the inner 
consciousness of the reader. 

“In All the World No Trip 
Like This” is a good example of 
the euphonious headline. Who is 
it that has seen the ad in which 
this striking head appears, with 
its inviting background of calm, 
shimmering waters, and has not 
wished himself on board the 
great ship sailing so majestical- 
ly along on the “peerless” 
voyage? 

Another apt illustration of the 
euphonic headline might have 
been seen a few weeks ago on 
any of the New York “L” 
stations in the small poster ads 
which a well known New York 
department store gets out every 
now and then: “Everything for 
Going Away But the Tickets— 
And Our Prices Help You Get 
Those!” A glance at this head- 
line and it seemed to impress it- 
self indelibly upon one’s mind. 
Naturally, then, when one is 
about to go away, he is very 
likely to at least consider in his 
preparatory shopping that store 
which is so good as to “help” him 
buy the tickets. 

In writing a headline an effort 
should always be made to escape 
the commonplace. Ordinary con- 
struction, trite words and com- 
mon phrases should be avoided. 
Granted that it is perplexing, 
especially under the pressure of 
time and productiveness imposed 
by modern advertising condi- 
tions, to be able to hit forever 
upon new thoughts in arranging 
display heads and subheads, aside 
from any consideration of the 
frequent necessity of altering or 
condensing an_ especially good 
headline required by the need of 
admitting new matter to an ad 
already, probably, overcrowded. 
Yet, when the knack is once ac- 
quired, it is found a compara- 
tively simple and often really fas- 
cinating matter to twist words 
into new and catchy combina- 
tions, ' 

It is just as easy to say, for 
example, ‘Wash Goods Not a Cent 
Higher Here” rather than “The 
Cost Increase in Raw Cotton 
Has Not Affected Our Prices,” 
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or “The Straw Hat You Want Is 
Here” rather than “We Carry 
Every Style and Size in Straw 
Hats.” 

In retail advertising the most 
effective headline has been found 
to be that which contains a men- 
tion of the merchandise, its reg- 
ular value and the special sale 
price. This tells the whole story, 
and, if the store is one whose 
advertising has gained by its 
general truthfulness the confi- 
dence of the public, it will be 
sufficient to produce satisfactory 
results, The store which is cater- 
ing after an exclusive clientele 
and which yet believes in live 
advertising, however, will want 
some little play upon the quality 
of the merchandise offered at the 
special sale prices. Here it is 
that the ad man is once more up 
against it, for it is one of the 
most difficult things in advertis- 
ing to associate constantly qual- 
ity merchandise with sale prices 
and prevail upon the public to 
place its faith unreservedly in 
both claims. Yet it can be done 
and is being done every day. 
Look over the ads of one or two 
of the most successful high-class 
stores in the country, and you 
will find innumerable perfect in- 
stances of this difficult style of 
headlining, such as: 

“The Prettiest 39c. Wash Fab- 
rics Yet Offered at 19c, Yd.”— 
“Muslin Underwear of the Dain- 
tiest Sorts at Prices Averaging 
Half’—‘47 Barrels of Sparkling 
Cut Glass at About Half Price” 
—‘The Needlework Sale; An 
Extra Reward for Staying in 
Town” (This is one of the cases 
where the use of the article in 
beginning a headline is permis- 
sible)—"The Prettiest | Lingerie 
Dresses Ever Sold at the Price” 
—“Beautiful New Embroideries 
at Actually Half and Less,” ete. 

The secret of how to write 
strong, interesting headlines 
would seem to lie in the ability 
to keep oneself out of a rut, out 
of the doldrums, as the saying 
goes, and to be able to maintain 
always a fresh, live, unhackneyed 
viewpoint. A newspaper man 
will generally write his story first 
and its head afterwards. That 


is, he adapts the head to ihe 
story, rather than the story to 
the head. In this way he is more 
certain to get a thoroughly de- 
scriptive headline and one which 
embraces the vital news spark of 
the story. Possibly his pian, 
therefore, might be employed to 
good purpose in writing display 
heads for advertisements, 

Ad men. should always keep 
themselves’ keenly alive to the 
advertising value of — current 
news. Very often there is a hap- 
pening, development or condi- 
tion, some reference to which 
may be happily incorporated into 
the display lines of their ads, 
Opportunities for the employ- 
ment of such outside ad material 
were afforded by the recent long- 
shoremen's strike in New York, 
which held up many importations 
for a considerable period, there- 
by tending to affect prices here 
on foreign goods. A similar oc- 
casion was the ‘custom-house dis- 
pute of a month or so ago over 
French china, which also held up 
all importations of those goods 
and had a like tendency to in- 
crease their retail prices in 
America. Sales based upon these 
palpable grounds always interest 
the public, and display heads 
subtly setting forth some refer- 
ence to such “hot” current news 
may easily vie in attracting at- 
tention with any news _ headlines 
in the paper. 

An excellent summary of what 
should constitute the effective 
display head may be found in the 
following paragraph _ reprinted 
from a lecture on “How to Ad- 
vertise—Preparation of Copy, 
delivered before a Y. M. C. A. 
advertising class by George H. 
Perry, advertising manager for 
the Siegel-Cooper Company, New 
York. Mr. Perry said: 

“The headline is 


gencrally 
worth as muchas all the rest of 


the advertisement. Try to make 
it tell the whole story if you can; 
at any rate, be sure to get into 
it some mention of the goods to 
be advertised. Don’t use smart 
headlines, no matter how bril- 
liant they may appear to you. 
Unless headlines naturally, logic- 
ally and sensibly introduce . ‘the 
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matter immediately — following, 
they are not good. But? within 
these limits, make .your headlines 
just as’ snappy and forcible as 
you can. Put time into them.” 
AtpHonsus P, Haire, 


——__+o+—__——. 
INTERESTING STATISTICS. 


Statistics make dry reading. As 
Bill Nye once said, referring to 
the United States census reports, 
“I consider these volumes of ex- 
ceeding value. They are very 
comprehensive, but somewhat 
verbose and disconnected.” 

Sometimes we can make dry 
reading interesting by injecting 
a little spice; and, by a few fes- 
toons of figurative comparison 
upon statistics, we are able to 
make them fairly readable. 

The following, which at first 
glance appears to be nothing but 
a jumbled mass of figures, will 
be found to contain some inter- 
esting calculations well worth the 
time taken in reading. 

The Butterick Trio has 1,600,- 
ooo subscribers—fully as many as 
the entire population of Califor- 
nia, men, women and children— 
that is unless the golden State 
has broken her record since 1900 
when the last census was taken. 

There are, perhaps, 10,000,000 
readers, representing the 1,600,- 
000 families that read one of the 
three Butterick publications reg- 
ularly each month, nearly ap- 
proximating the entire population 
of the South Atlantic division of 
States—Maryland, Virginia, West 
Virginia, North Carolina, South 
Carolina, Georgia and Florida. 

The total number of readers of 
the different members of the But- 
terick Trio equal one-tenth of 
the total population of the United 
States, men, women and children. 

On a very conservative esti- 
mate, the combined purchasing 
power of the women representing 
the 1,600,000 families who  sub- 
scribe for one of three members 
of the Butterick Trio approxi- 
mates $1,000,000.000; an almost 
inconceivable amount of. money. 

Small circulations _—_ increase 
slowly; large circulations  in- 
crease rapidly, as the following 
will illustrate : 


During the past three years 


be innocent until 
Burba’s Barbs. 


Butterick Trio circulation has 
increased 275,000—figures that 
represent a large magazine circu- 
lation in themselves. Reduce this 
circulation to a daily basis and 
you will find that 251 subscribers 
came into the Butterick family 
for every day during these three 
years; 1,757 a week and 7,530 a 
month—a _  populative equivalent 


of an ordinary sized town. 


a 


WHAT A — WILL 


The following list of services per- 
formed by a kilowatt-hour of electric 
current was compiled by an English en- 
gineer, says the Electrical World, and 
has value in advertising electricity. The 
idea might be applied to other commod- 
ities: 

Saw 300 feet of timber (deal). 

Clean 5,000 knives. 

Keep your feet warm for five hours. 

Clean 75 pairs of boots, 

Clip 5 horses, 

Warm your curling tongs every day 
in the year for 3 minutes and twice cn 
Sundays. Warm your shaving water 
every morning for a month. 

Give you 1,250 impressions on a 
Bremner royal printing machine. 

Run a mechanical sieve for 2 hours. 

Run an electric clock for 10 years. 

Iron 3o silk hats. 

Light 3,000 cigars. 

Knead 8 sacks of flour into dough. 

Fill and cork 250 dozen pint bottles. 

Supply all the air required by an 
ordinary church organ for one service. 

Pump 1o0o gallons of water, or other 
liquid, to a height of 25 feet. 

Run a plate-polishing machine for 21 
hours. 

Run an electric piano for 10 hours. 

Lift 3% tons 75 feet in four minutes, 

Give you 3 Turkish light baths. 

<eep 4 domestic irons in use for an 
hour, 

Keep you warm in bed for 32 hours. 

Warm all the beds in the house,- by 
a warming pan, for a fortnight. 

Give you a fire in your bedroom for 
an hour while you are dressing or un- 
dressing. 

Boil 9 kettles, each holding 2 pints 
of water. 

Cook 15 chops in 15 minutes. 

Run a small ventilating fan for 2r 
hours. 

Run a large ventilating fan for 6 
hours. 

Keep your breakfast 
hours. 

Run a sewing machine for 21 hours. 

Carry your dinner upstairs every day 
for a week. 

Carry you 3o times from the bottom 















warm for 5 


of the house to the top, 80 feet each 
journey. 


Keep your coffee pot warm at the 


breakfast table every day for a week. 


Carry you 3 miles in an electric 


brougham. 


oe 

° 

PEOPLE prcsume every advertiser to 
he is proven guilty.— 
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(A A Roll of Honor 


No amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, ac 
ing to the 1906 issue of Kowell’s American Newspaper Directory. have submitte: 
tnat edition of the Directory a detailed circulation statement. duiy signed and d 
aiso from publishers wno for some reason failed to obtain a figure rating in th« 





ord. 
tor 
tea, 
1906 


Directory, but have since supplied a detailed circulation statement as described aiove, 
covering a period of twelve months prior to the date of making the statement, sucn s! ate: 
ment being available for use in the 19C7 issue of the American Newspaper Directory. cir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (+), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 

statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star, 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising nation in Alabama, 


Journal, dy. Aver. 1906, 9,844. 
ome newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906,6.478. 
ard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except Sat. — 
Sunday morning. Daily averaye 1906, 4,228. 


CALIFORNIA. 


Oakland, Herald. Average 1906, 
19, 667: June 1907, 28,066. Only Calt- 
fornia daily circulation guaranteed by 
Rowell’s Directory. 


Montgomery, 
The afternoon 


San Francisco. Sunset by monthly; 
3 192 6 Averag 
7 ces ‘months ending ee 1907, 91,428. 
Home Offices, Flood Building. 


COLORADO. 


Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantadin the Post. Cir. dy. 62,080, Sy. 35,796 
ea The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. '06, 
11,268, 


UA 
ay! 
TEED 


Bridgeport. Morning Telegram. on. 
Average jor June, 1907, sworn 11,018, 
You can cover Bridgeport by using 
Telegram only. Rate, 1}¢c. per line, flat. 


Meriden. Journal, evening. Actual TT 
for 1906, 7,580. First four months 1907, 7.734. 





Meriden. Morning Record and epee. 
Daily average for 1905, 7.578; 1906, 7,672 


N Haven, Evening Register,dy. Annua 
ousre exer. fer 1906, 1Lesis Sunday, 11,662. 











New Haven, Palladium. dy. rota 
1906,9,549. EH. Katz, Special Agent, N.Y. 


New Haven. Union. 
First 3 mos., ’07, woe. E. Katz, Sp. Agt.. \.Y, 


New London , eve, Aver, 1906, 6,104; 
aver. for June é, bt E. Katz, Sp. Agent, N. Y, 


Norwalk, Evening Hour. I Daily average guar- 
anteed to exceed 8,200. Sworn circulation 
statement furnished. 

Norwich. Bulletin, morning. 

1905, 5,920; 1906, G59: 559: June, 1907, 3,209, 

Waterbury. Republican. ¢ dy. Aver. for 1903, 
5.645; 1906, 5.95 La Coste & Maxwell. 


DISTRICT OF COLUMBIA, 


Washington, Evening Star, daily and Sun- 
day. Daily average for 196. 85.577 (@@). 


Average 1906,16,481, 


Average for 


FLORIDA 


Jacksonville, Metropoiis, dy. Average 1906, 
9,482. Mar.’07, 10,000. E. Katz, Sp. Agt, N.Y. 


IDAHO. 


Bolse, Evening Capital News, d'y. Aver, 1% 
4,808; average, June, 1907, 6,082, 


ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454. 
Citizen. 


baa Daily average for 1%6, 


#4 
Champaign. News. Guaranteed larger circu: 

lation than all other papers published in the twin 

cities (Champaign and Urbana) combined. 


Chiengo, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average Jor 1906, 4,017 (@@). 


Chicago, Breeders’ Gazette, wy.; : 8. 00, Aver. 
circulation’ Sor year 196, 70,000 


Chieago, Dental Review, monthly. Actual 
average for 1905, 8,708; for 1906, 4,001. 
Chicage, Examiner. Average 
1906. 


649.846 Sunday, 
ms! 000 Daily. 
Guarantees larger circuls tion in 
city of Chicago than any two 
other morning papers combived. 
Has cert 


ificate from Association 
of American Advertisers. 
Circulation for ‘dondes, 717.681. 
February. 1907:5 Daily, 192,2 
Absolute correctness of latest cireaiation rat: 
ing accorded the Chicago Examiner is euarat- 


1} ‘eed by the publishers of Rowell’s Newspaper 
Directory. - ” 
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The three daily papers | 
of Syracuse gained 
29,409 inches the first 
six months ot 1907. 


@ Of this the JOURNAL 
gained 13,257, or almost 
as much as the Herald 
and Post-Standard com- 
bined. 


€ The JOURNAL is 
now the local paper of 
Syracuse, for it has the 
largest city circulation. 


Smith & Thompson, 
Foreign Advertising Representatives, 
Brunswick Building, New York. 

Tribune Building, Chicago. 


How the Advertiser 
Regards Memphis. 





ADVERTISING 
COMPARISON. 


In 1906 the Commercial Appeal printed 
481,717 inches of advertising, a gain cf 
14% over 1905. The other Memphis 
newspaper printed 254,768 inches of ad- 
vertising, a loss of 7% over 1905. 

The Commercial A ppeal’s OX CESS over 
the other paper in advertising volume, 
for 1906, was 84%. 

The Commercial Afppeal’s local adver- 
tising alone was more than the com- 
bined local, foreign and classified 
advertising of the other Memphis news- 
paper, the excess being represented in 
both week-day and Sunday editions. 


The local advertiser knows, 


SMITH & THOMPSON, 
ForEIGN ADVERTISING 
REPRESENTATIVES, 
Brunswick Bldg., Tribune Bldg., 
New York City. Chicago. 




















The New Orleans Item 


has a larger circulation 
in the city of New Orleans 
than any other two New 
Orleans papers combined, 
and a total circulation lar- 
ger than any other by 
many thousands. 


{ Circulation proven by 
Association of American 
Advertisers. 


{ Over 28,000 Daily Aver- 
age first six months 1907. 


{ Its circulation repre- 
sents both character and 
influence. 


Books open for verifica- 
tion to any advertiser. 





SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick Bldg., Tribune Bldg., 

New York. CuIcaco, 








{The Buffalo EVENING 
NEWS was the only Buffalo 
newspaper that permitted an 
examination of the circula- 
tion books by a representa- 
tive of the Association of 
American Advertisers. 


4 The average net circula- 
tion for the first six months 
of 1907 was 96,047 daily. 


4 This is almost as large a 
net paid circulation as all 
other Buffalo papers com- 
bined. 


@ Itis a larger net paid cir- 
culation than any other three 
Buffalo newspapers, morning 
or evening, combined. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick Building, New York. 

Tribune Building, Chicago. 
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Chieago, Journal Amer. Med. Ass’n, weekly. 
Average six mos., Jan.to July, 1907, 51.210. 


Ohieage, Record-Heraid. Average 1906, dail 
141.748; Sunday 211.611. Average dort, 
1907, daily 151.6438; Sunday, 216,377. 

2 The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 


Chicago, The Tribune has the largest two-cent 
circulation in the world, and the t circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (@©). 








Peorta, Evening Star. Circulation guaranteed 
more than 21,000, 
INDIANA. 


Crawfordsville, Journal. . and wy. aver- 
age, 1906, 5,873, and growing all the time, 





Evaneville. Journal-News, Ar. for 1806, 16.- 
899. Sundays over 18.000, E. Katz, 8. A.,N.Y. 





Indianapolia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 times a mo,,75¢c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 





Princeton, Clarion-News, daily and weekly. 
Daily average 1996, 1,501; weekly, 2,548. 





Richmond. The Evening Item, daily. Sworn 
average net paid circulation for fire months 
ending, Muy 3/, 1907, &,816, A circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 8) per cent of the Richmond 
homes. No street sales, 

sa" The absolute correctness of thelatest 

circulation rating accorded 

the Richmond Item is guar- 

anteed by the publishers cf 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 





South Bend, Tribune. Sworn daily average, 
June, 1907, 9,530, Absolutely bestin South Bend. 


INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily. Arerage for 
1906, 2,445, 





Muskogee, Times D t. 1905, average 
2,881; average 1906, 5,514. E. Katz, Agt., N. Y. 
IOWA. 


Burlingten, Hawk-Eye, daily. Aver. 1906, 
8,764. “All paid in advance.” 








Davenport. Times. Daily aver. May, 18.098. 
Circulation in City or total guaranteed greater 
than any other paper or no pay Jor space, 





Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation for 196. 
41.751. Ctrcuiation. City and State, larvest 
tn Iowa. More advertising of all kinds in 1906 
in 342isgues than any competitor in 365 issues. 
Rate 70 cents per inch, flat. 
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Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average ci: tion yor Mar. dy. 80,722, 

Des Moines. Towa State Register and Farmer, 
w’y. Aver, number copies printed, 1906, 82,128. 





Sioux City. Journal. Daily average for 1906, 
sworn, 28,705, Morning, Sunday and Eveniny 
Editions. 


Sioux City, Tribune, Evening. Net sworn dy. 
aver. (returns deducted) ist 6 mos. 1907, 81,122. 

You can cover Sioux City thoroughly by using 
The Tribune only. Itis subscribed for by prac- 
wee rey family that a newspaper can inter- 
est. Only Iowa paper that has the Guaran.- 
anteed Star. 


KANSAS. 


Hutehineon. News. Daily 1906, 4.260. Mar., 
196,4,.650, E. Katz, Special Agent, N. Y. 





Lawrenee, World, evening and wey, Copies 
printed, 1906, daily, 8.773; weekly, 8,084. 


KENTUCKY 


Lexington. Leader. Ar. '06., evg. 5.157. Sun. 
6.798; Jan.,’07, 5,356, Sy. 6,891. EL. Katz, 8. A. 


Owensboro, Messenger. Daily aver. six mos. 
ending June 30, ’07, 8,568; aver. June, 8,780. 


MAINE, 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average sor 196, 1,271,952. 


Augusta. Kennebec Journal, dy. and wy. 
Average daily, 1906, 7.656, 


Banger. Commercial. Average for 4906, daily 
9,695; weekly 28,573. 





Phillips, Maine Woods and Woodsman,weekly, 
4, W. Brackett Co, Average for 196, 8.077%. 





Portland. Evening Express. Arerage for 1906, 
daily 12,806. Sunday Telegram, 8,041, 


MARYLAND 


Baltimore, American. daily Average 1906, 
Sun., 77,488; d’y, 67.315. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing ‘cee! Average 196, 69,814. For 

une, 1907, 75.716,. 

The ute correctness of the 
latest circulation rating accorded 
the NEws is quarunteed by tne 

blishers of Rowell's American 

ewspaper Directory. who will 
pay one hundred dollars to the 
Jirst person who success/ully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (©@). Boston’s 
tea table paper. Largest amount of week day adv. 


Pee He te 


Boston, Globe. Average 1906. daily, 182,986. 
Sunday 295.282, Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 
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Average for March, 1907. Boston Daily 
Post. 240,148, increase of 6.465 over 
dunuary, 190 Boston Sunday Poat. 
Mareh. isor, 234 .184, increase of 5,481 
over January, 1907. First New England paper 
to put in linotypes, First New England paper 
to put in the autoplate. Has in its big plant 
the farqoct and most expensive press in the 
world. Leads Boston newspapers in amount 
of per of Ne business. ‘“TheGreat Rreakfast Table 
jagh a Englana.” Covers Boston and 

d more thoroughly than any other 
vaper. Bult of its cireulation delivered in 
homes of middle-class, well-to-do portion of com- 
munity. 

ha The absolute corr of the latest 

circulation rating accorded 

the Boston Post is guaran- 
teed by the publishers of 

Rowell’s American News- 

paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 


verts its accuracy. 
Lynn. as = Item, Daily sworn av, year 


Wolyoke. Transcript, daily. Act. av. f 
ending May, 1906, 7,889; 3 mus, 'v7, 7.842. 

196, 15,063; Jan., 1907, av. 16, “Olt. The Lynn 
famil lv ig ae Circulation absolutely unap- 
proached quantity or quality by any Lynn 


paper. 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50,000, 








Woburn. News, evening and peste. Daily 
av, net paid cer, Murch, 1,523. Wkly, 1,481. 


Worcester, Evening Gazette. ray 4 sworn 
average for 1906, 11,401 one daily; Feb., °07, 
15,806; March, 1907, 18.7 68. Laren evening 
*“‘Home” paper. Per- 
mission given A. A. A. to lathe circulation. 





Woreeater. ee, Stee. daily (© ©). 
Paid average for 196. 
MICHIGAN. 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 


Minneapolis. Farm, Stock and Honie, semi- 
monthly. Actual averaye 1905. 87,187; aver- 
age for 1906, 100,266; mos., 1907, 104,100, 

The aba ute accuracy of Farm, 

Stocic « Home's circulation rating 

ig guaran — BA the American 

chee Newspaper Di . Circulation ts 
A practically cvnine to the Jarmers 
aay = of Minuesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 

it to reach section must projitably. 


Minneapolis, ee. Daily 


and Sunday ‘© 906 aver- 

age daily circu Eien, 74,084. 

Daily average circulation for 

June, 1907, 76,848. Average Sun- 
circulation for June, 1907, 

71,615. The absolute accu 

of the Journal’s circulation rat- 

ings is guaranteed by the Ameri- 

can Newspa Directory. It is 

a to reach the great 


+y of purchasers throughout 

the Seihceet and cy! into more. 

homes than any paper in its field. 
It brings results. 

Minneapolia, Svenska setnasn Posten. 
Swan J. Turnblad, pub. 1906. 52,010 
OCIROULAT’N Minneupolis T ieee w, 

J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending December, 
1906, was 81,272. The daily 
Tribune average per issue for 
po ao —— the year ending Dece-nber, 1906, 
tery. was 103,164. 


St. Paul. PioneerPress. Net average circula- 
- Sor January—iaily $5,802, Sunday 32,- 


The absolute accuracy of the 

Pioneer Press circulation state- 

ments is guaranteed by the Ameri- 

can Newspaper Directory. Ninety 

per ceut of the money due for sub- 

scriptions is collected.showing that 

subscribers take the paper because 

they want it, All matters pertain- 

ing to circulation are open to investigation. 


Winona. Republican-Herald. Av. May. 4.518 
(Sat. 5,200). t outside Twin Cities & Duluth. 


MISSOURI. 
Joplin. Globe, daily. Average 1906, 15.254, 
Apr.. 1907,17,248. HZ. Katz. Special Agent, N. Y. 
Kanens City. Journal. Circ'n, STawe 
206.535° ee oe lay and classified, 46 
cents a line, fia! Daily and ee —dis- 
play, 12c.; Fh 7c. Combination Weekly 
and Sun ay—display , 48 48c. Literature on request. 


St. Joseph, News and Press. Circulation 
1906, $6,079. Smith «& Thompson, Eust, Reps. 


&t. Louis. Nationni Druggist;mo. Henry R. 
cirone Editor ana Publisher. Average for 190¢, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louta. National Farmer and Stock Grower, 
monthly, Areraye sor 1906, 104.200, 


MONTANA. 


Missoulian. Every morning. At 








ages, not weekly. It’s Jack i) 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily a daily average. 7.786, 


z ats ‘Sund. _Patrot 5 Average June 127, 

un a . Greatest net cir- 

tt ion eritked by A.A.A. Sworn state- 
pone Smoetaly. Bs 


Saginaw, Courier-Herald, daily, ad 
Average 1906, 14.39%: June, 1907, 14,789 


Saginaw, Evening News, daily. Average for 
196, 19,964; June, 1907, 20.2395, 


Teeumaeh, Semi-Weekly Herald. Actual 
average for 1906,1,153, 


MINNESOTA. 








ween. Farmers’ Tribane, twice a-week. 
Murphy, pub. Aver. for 1906, 37,886. 





Mi 
erage 12 months ending Dec. 8/, 1906, &,107. 
NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,839. 

Lincoln. Freie Prose, weekly. Actual average 
Sor 196, 142.989 

NEW HAMPSHIRE. 
aan Union. Av. 406, 16,758, daily. 
H. Farmer and Weekly Union; 5,550. 

oo ines Telegraph. The only anti in city. 

Daily average year ending Dec., 1906, 71. 
NEW JERSEY 

Asbury fark. Press. yo 4.812. Gained 
average of one subscriber a d a day for ten years. 

Camden. Daily Courier. Actual average for 
year ending December 31, 1906, 9.020. 


Elizabeth. Journal. Av. 1904. 5.5223 1906 
6,515; 1906 7.847 March, 1907, 8,161, 
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Jersey City. Evening Journal. Arerage for 

9906, 28.005. First six months 1907, 24,089. 
Newark. Eve. News. Net dy. av. for 1906, 


68,022 copies ; net dy. av. for Apr., 1907, 68,940. 
Trenton, Evening Times. Av, 1906, 18.287; 3 
mos. dy. av. Apr. 30, 07, 20.621; Apr., 20,682, 
NEW YORK. 
Albany. Evening Journal. Daily average for 
#906.16.251. It’s the leading paper. 
Batavia, Daily News. Average 1906, 7,227. 
Jan., 197,7,474. Nothing like it elsewhere. 
Brookly Y.__Printers’ Ink says 
THE SARDARD UNION now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 
Buffalo. Courier, morn, Av./906, Sunday . = 
168; daily, 58. 638i; Enquirer, even.. $2.68 
Wuffalo, Evening News. Daily average 1905, 
94.690; for 1906, 94,743. 
a Leader, evening. Average 1904, 
6.238; 1906, 6 395; 1906, 6,51 6,585; Feb. av., 6, 820, 
Mount Vernon, A Argan, Argus, evening. Actual daily 
average for 42 mos. en ending Ju June 30, 07, 4,816. 
Newburgh. News, daily. Av. 06,5.477; 4,000 
more than all other Newburgh papers combined. 
New York City. 
y & Navy Journal. Est.1363. Actual weekly 
av. gf 06.9.7 06 (OO). 4 mos. to Apr. v7, 9,949. 
Aaa, Me rid Average for year ending 
, 1906, 15,21 
er’s Review, — W. R. Gr eeeez Cow, 


Bak 
publishers. Actual average for 1906, 5.488 ® 

Benziger’s Magazine, the only popular Catholic 
Family M zine published in thet Jnited — 
Guaranteed circ’n, 75,000: 50c. per agate 

Clip “te weekly (Theatrical). Fran cucu 
Pub. Co,, Ltd. Aver. for 196, 26.611(O@). 

El picasa mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 


Music Trade Review, music trade and art week- 
ly. Average for 1906, 5.109. 


Printers’ Ink, a journal for 


advertisers, published every 
Wed Established 1888. 
Actual weekly average for 
4906, 11.708. 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all id-in-advance sub- 
scribers. F. M. Lupton, pubis publisher. 

The Tea and Coffee Trade Journal. perege 
circulation for you r ending July, 1907, 156 $ 
July, 1907, issue, 000, e 

Theatre Magazine, ‘monthly. Drama and music. 

ual average for 1906, 60,000, 

The World. Actual aver. for 1906, Morn,. 818.+ 

664. Evening. 359.057. Sunday, 442.228. 


North Tenawendn. News. Daily 1906 av., 
2,274. RT + 116 pm entry Y. Five 





‘omes, S. A 
cents inch; seven cents after October 


Rechester, Case and Comment, mo., Law. 
Av. for year 1906, 22.601. _ aggeng ay nie 

Schenectady. Gazette, daily. A. N. Liecty. 

Actual average for 1905, 18.058; 1906, 18800. 


Syracuse. Evening iieraid. daily. Herald (o. 
pub. Aver, 1906, daily 35.206. Sunday 40,064. 


Troy, —~ gad — circulation 

1906, 138,801. Avera June, 1907, 

20. bor. “only eo in eit ae has 
permitted A. exami 

Utiea. National “ectrcal caciemenis mo. 

Average for 1906, 2.625. 
A Press. daily. Otto A. Meyer, publisher. 
_bilon Pree, amily, Oe March 31, 1907, 14.927. 


NORTH CAROLINA. 


Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. ‘st 
to Oct. tat, 1906, 6, 551; weekly, 8,200. 
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Raleigh, The Merchants’ Journal and Com. 
merce, @ magazine for paeae men, 
9,063 merchants in Va., 

a “ -- in be HA, c 1903; 72 
Illustrated. The largest in size. circula 
mips and advertising patro: of any trode pub- 
lication in the six States. Norman H. Johnson 

is editor-in-chief. 

Winaton-Sailem leads ali N.C. towns in 
facturing. The Twin-City Daily Sentinel leads ali 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 
Grand Forks, Normanden. Av. yr. 06, 7,201, 
Aver. for year 1906, 3,180. 


OHIO. 
Akron. Times, dai Actual average 
year 1906, 8,90 T 9 april y907. 9,605. ad 


Ashtabula. Amerikan Sanomat, 
Actual average for 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216: Sunday, _— 
June, 1907, 73,272 datly ; Sun., 38,70. 


Coshocton. Age, daily. Net po 1906, 
2.757. Verified by Asso. Amer. Advertisers, 


Coshocton, Times, dy. Net '06, 2.128; 6 mo. 
07, 2,416. No cash books books fixed to fit paddea cir, 


Dayton, The I. L. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
Sor yeur ending April 3v, 07, 14.811 vo 
Critically read by 36, 500 members of THEI. 
GRAND LODGE, “et beneficiary order 
of wage- -workers. 5c. agate line, flat rate. 


Springfield. Farm and Fireside, rte cen- 
tury leading Nat. agricult’] paper. Cir.485,000, 
Warren, Daily Chronicle. Actual average 
for year ending December 31, 1906, 2,684. 
Youngstown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001: LaCoste & Maxwell, N.Y. & Chicago. 
Zaneaville, Times-Recorder. Ar. 1906, 11,+ 
126, Guar’d. Leadsall others combined by 50%. 
OKLAHOMA. 


Oklahoma City, Tne Oklahoman. 1906 aver., 
18,918; June, 1907, 20,805. E. Katz, Agent N. ¥. 


Finnish, 


a OREGON. 
n St. J h’s- Bi Ww 
3, 190%, 19138. oseph’s-Blatt. Weekly. May 


Portland. 
25,878 ; for 


. 
VA 
oan 
TEED 


Journal, dail dail; A le 1906, 
4r6, 1907, 29.022. spetit 


e absolute correctness of the 


teed by the gublishersot Howe el 8 
American Newspaper Directo 

who will pay one hundred dollars 
to the fi person who success- 
fully ¢ covtroverts its accuracy. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907, 16,000, Leading farm paper in State. 


PERESTLVAN TA. 


Chester, Times, ev’g oy. Aver 1996. 7.688, 
N. Y. office, 220 B’way. R. No: ip, Mgr. 


Erie. Times, daily. arer. for an.) Aq ite; 
June, 1907, 18.610. E. aaa Sp. Ag., 


Harrisbu Serr graph. Sworn av. sal 14,- 
87%. Largest pa roulat’ n in B’b’g or no pay 


Manayunk. comin tinel, Philadelphia. Include 
in your fall advertising plans, Sample sent. 


Printers’ Ink awarded Farm 
JOURNAL ae Seventh waane Dow! 
because t per,among ose 
published in 4~3 United ye best 
serves its purpose as a 
and counselor for the ‘acricultural 
population, and as an effectiveand 
economical medium for communi- 

with them through its ad- 
sing columns. 








rclude 
it. 
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Philadelphia, Confectioners’ Journal. mo. 
AW. 1905, 5.470; 1906. 5.514 (OO). 


Philadelphia. German Daily Gazette. Aver. 
circulation, 1906, daily 52,922: Sunday, 52.486, 
gworn statement. Circulation books open. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR JUNE, 


238,964 copies a day 


Tue BULLETIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 


Witiiam L. MOLE4N, Publisher. 





Philadelphia, Motor Print, mo, 
Copies printed, 25,288 average each 
issue, for year ending February, 1907. An 
independent periodical for all who use 
motor vehicles of any class. Enjoys the 
largest paid circulation among registered 
owners of motor crafts of any publication. 











Philadelphia. The Press is 
= hia’s Great Home a 
pape sides the Guara 
Star, "it has the Gold Marks and is 
on the Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 

circulation uf the daily Press for 

1906, 100,548; the Sunday Press, 137,863. 


Seranton, Truth. Sworn -n circulation Sor 1906, 
14,126 copies daily, with a steady increase. 

Weat Cheater. Local News, 

odgson, Averayefor 

Tn its 35th eae. 


Ti 

and vicinity v for its field. g---! 

to home yw is a home 
paper. Chester ‘lounty is second 

in the State in ‘state in agricultural wealth. 


Fork, Dispatch and Daily. Average for 1906, 


1%,%¢ 
RHODE ISLAND. 
Pay tucket, Ev: aa sues. Aver. circulation 
for 19:5, AT ALB ¢ 


Providenee. Daily Journal. 18.051 (@0), 
Sundc j, 21,840, (00). Evening Bulletin 86,- 
620 uveraye 1906. Providence Journai Co.. pubs. 


Provid Tribu’ we ing 10,344. 
rovidence. ne, ry 
Evening $1,118: Sunday. 16,320 . Most 
| av paper ie the faela’ Evening 
edition guaran by Rowell’s Am. N.D. 


(ssterty, Sun Geo. H. Utter, pub. aver. 1906, 
. Largest circulation in Southern R. 1, 





SOUTH CAROLINA. 
Charleston, peas Post. Actual dy. aver. 
age for 196,4,.474. December, 196, 4,755. 


3 sit 
‘or first six months, 1907, 
) 12,295, Sunday (Oo) 
artanburg. Herald. Actual average for 
Pee pang 1907, 2,529, we 


SOUTH DAKOTA. 





The Daily Press, Sioux Falls, 
Average for January to July, eo. 
The !’ress is the morning State paper. 
Carries full Associated Press reports. 


The igh. Dakota Farmer, Sioux 
Falls, 8.D. The only weekly farm paper 
pe BD, in the State. Average circu- 
lation, 15,880. Flat rate, 60c. per inch. 


Both papers the property of Dotson & 
Bowen. 











TENNESSEE, 

Chattanooga, News. Aver. 3 
mos. ending Dec. 31, 1906, 14,707. 
Only Chattanooga ‘paper r permit: 
ing cir by 
Assoc. Am. Advertisers. Carries 
more advg. in 6 days than morn- 
ing paper7 days. Greatest Want. 
Ad medi 


jum. Guarantees largest 
circulation or no pay. 
Knoxville, Journal and Trib- 
une. Daily averaye yeur ending 
December 31, 1906.13.692. Daily 
on. ne 3 mouthe 1906, phage 
the ia Pe we? “paper 
Knoxville awarded the aranbes 
Star. The leader in this field. 

Memphis, Commercial! Appeal. daily. ean 
weekly. First six months 1907 av.: 783: 
Sunday, 61,4853 weekly, 81,212. “sinlan & 
Thompson, Kepresentatives, ] N.¥. and Ch a 

Nashville, Banner. daily. Aver. for vear 1906, 
$1,455: Jan. 1907, 38.338; Feb. 1907, 87.271. 

TEXAS. 

El Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. ’ Verified by A. A. A. 
VERMONT. 

Barre. Times. daily. F.E. Langley. Aver. 1905, 
8.527; 1906,4,118, 

Bennington. Banner, oe T. E. Howe. 
Actual average for 1906, 1.9% 

Boritegten, Free — ie for 
1906. 8.459. Largest ci an a reula- 
tion, Examined by ‘A500, of Amer. Advertisers. 

Montpelier, Argus, ony. Actual average 
Sor 1906, 8,280 copies per i per iss 

Rutland. Herald. Aver ‘Average ‘908, 2,527. Av- 
erage 1905, 4,286. Average 1906, 4,6 6t7. 

8t. Albana, Messenger, daily. Actual bay no 
Sor 1905,3,051; for 1906, 8.3388 copies per 

VIRGINIA. 

Danville, The Bee. Av. 1996,2.867, June, 
4907, 2,690. Largest cir’n. Only eve’g paper. 

Kichmond, So. Tob. and Modern Farmer, 
mo. arerage for first 5 mos. of 1907, 14,425. 

Rocky Mount, Franklin Chronicle, wy. Av. 
°06,1,610; March, 07, 1,920 weekly. Home print. 

Winchester. Evening Star. Arerage June 
sworn daily 8,826. Ouniy daily paper. 


WASHINGTON. 





paid re ‘in he ae mrmee 
pn ee ay 
resul a 











- Seattle. The Daily and Sunday 
Times led ail newspapers on the 
Pacific Coast nortn of Angeles. 
in amount of aoe ae J printed 
—- ng its nearest 
rival as over 178, 000 ——— display 
and 300,000 lines of classified. 
That tells the stor of results. 
erage circulation in 1906 was 42,172 datiy. 
ba 6.294 Sunday. Ar waar es for January, 1907. 
a, 44,911, Sunday 61,591. et 
best quality’ and largest quantity of cireala- 
os ectly blended when you buy space in 
ve Times, the biggest newspaper success of the 
last decade on the Pacific Coast. 


Tac acomn, Ledger. Areraye 1906, daily,16,0593 
Sunday 21,798. 





Taeoma. News. Arerage 1906,16,109; Sat- 


urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, =: pate. R. E. Hornor, 
pub. Averaye for 196, 40. 


Renceverte. W.Va. News, wy. Wm. B. Blake 
& Son, pubs, ver. 1906, 2,220, 


WISCONSIN. 


Japeaville, Gazette. d’ly and s.-w’y. Cire'n 
#st 3 mos. 1907, duily 3.508 : semt-weekly 2,552. 


Madiaon. State Journal, 1" nerage 4 
8,602; Jan., Feb., Mar.,#07, 4,884; Aorebiee. 


Marshfield Times, weekly. 7/906 om. 
2,199. Largest circulation in Wocd Co. 


Milwaukee, The Journal, even- 
ing; independent. Average 6 mos. 
1907, 51,421. June gain over 1906 
daily, 1 ASO. Biggest in history 
of paper. Paid city circulation 
alone greater than total paid 
of any other Milwaukee ly 
or Sunday. 


Milwaukee, Evening Wisconsin, d’y. Av. 1906. 
28.480 (@@). Carries largest amount of ad- 


vertising of any paper in Milwaukee. 


“Oshkosh, Northwestern. daily. Average for 
1906, 8.099. 
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T WISCONSIN 
Agricorrorist 


Racine. Wis.. Extab. 1877 

Acturl weekly averaye for ye 
ended Feb, 2%, 197, 51,124. 
La circulation in Wisco: 
sin than any other Tr, Aa, 
#3.50 an inch. N. Y. ce, Ter- 
ple Ct. W.C. Richurason, Mgr. 


WYOMING. 
Oheyenne. Tribune. Actual daily average ict 
Sor 1906, &, 126; 8emi-weekly, 3,598. 


BRITISH COLUMBIA. 
Vaneouver. Province. daily, Avreruge jor 
1906, 10,161: May, 197,132,228. H. beClerque, 
U.S. Repr., Chicago and New York. 


MANITOBA CAN. 
Winnipeg. Free Press, daily and weekly. 4v- 
erage for 6, daily, 84.559: duily Tune. 1907, 
87.209; wy. av. for mo. of June, 28,887 
Winnipeg, Der Nordwesten. Gusnte’s Ger- 
man newsp’r. Av. 1906,16.177. Rates d6c. inch, 


Winnipeg. Telegram. Daily aver. March. 
24,868. Weekly av., 20,287. Flat rate, 3c. 


ONTARIO, CAN. 


Teronto. Canadian a and Vehicle 
Trade, monthly. Arerage Jor 16, 6.125 


Toronto, Canadian Motor, mentite. Average 
circulation Sor 16, 4,540, 


Toronto, The News. Daily arerage circula- 
tion for the month of Fybrsers, 1907, 40,210. 
Advertising rate 6c. per inch, flat. 


QUEBEC, CAN. 
Montreni. La Presse. La Presse Pub. Co, 
Lta., publishers. -ictual areraye 1905. dazly, 
96,771; 1906, 100,087; weekly, 49,992. 


Montreal, The Daily Star and 
The Family "Herald and Weekly 
—_ have nearly 200.000 subecrib- 

representing 1.000,000 readers 












cnet tn Canada’s pulation. 
Av, . of the oe™ ar for 1906, 
the Weekly 


Star, 128,452 coples each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


papers of the requisite grade and class. 


heading are only desired from 





COLORADO, 
W 4 Sari advertisers get best results in Colorado 
prings Evening Telegraph. 1c. a word. 


CONNECTICUT, 
ERIDEN, Conn.. MORNING RECORD; old es- 
tablished r; covers field 
6¢,000 high-class pop. ant Ad paper. 
Classified rate, cen’ a word; 7 times,5 cents a 
word. Agents Wanted, halt half a cent a word. 


DISTRICT OF COLUMBIA. 
E EVENING and Sunpay STAR. Washington. 
. C. (@ ©). carries DOUBLE the number of 
WANT ADs of any other paper. Rate lc. a word. 


ILLINOIS. 
T33> DAILY NEWS is Chicago’s “Want ad” 
rectory. 
([ ZE TRIBUNE publish lassified 





rtising than any other Glance newspaper. 





INDIANA. 


(TERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 





r wt INDIANAPOLIS NEWS prints every day 

ay Se every month and every year. 
fe paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
total number it ae in I was $15,30/), an 
average of over 1,000 every Pn which ‘is 126,929 
more than all the other Indianapolis paper: nad. 


STAR LEADS IN INDIANA. 


The INDIANAPOLIS 8: 86 m 
umnus of classified sara than carried 4 
its nearest competitor during the same moth. 

The STAR gained 238.33 columns over June of 
last year. 

The INDIANAPOLIS STAR has passed the 1,000 
circulation mark, Kates, six cents per line 
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The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 

tions Daily. i 

The advertising medium par 1 of 
the Calumet Region. Read by all the pros- 
perous business men and well-paid mechan- 

ics in what been accepted as the 
“Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 














INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 
‘Nhe Des Moines CapiTaL guarantees the lar- 
gest city and the largest — circulation 
in lowa, The Want re- 
turns always. ‘the rate is 1 con 4 m4 word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


HE Des Moines REGISTER AND LEADER; pay 

mornipvg paper; carries more ‘‘want’ 
vertising than any other Iowa newspaper. One 
cent a Wo 








MAINE. 


fl HK EVENING EXPRESS carries more Want ads 
than all other Portinnd dailies combined. 


MARYLAND.: 
7 Baltimore News carries more Want Ads 
than any other Baitimore.daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS 
7= > BosTon KVENING TRANSCRIPT is the great 
rt guide for New Englanders. ‘they 
expect to find all good places listed in its adver- 
tising columns. 


tr te te tk Ke Hk 


[HE BUSTUN GLOBE, ey Rg! anda, etd 
the year 1906, printed 
Dee Poy There was a a 91,880 a Pie 
ear 1905, and was 201,569 nore oa ~Sae other 
ston paper carried for the year 1906. 


PH WK HK 


() WORD AD, 10 cents a ‘cents a day. Party —— 
PRISE, Brockton, Mass. Circulation, 


MINNESOTA. 
7% MINNRAPOLIS TRIBUNK is the recognized 
Want ad medium of Minneapolis, 


The Minneapolis JOURNAL, Daily 
and Sunday, carries more clas- 
sified advertising than om oer 


— ag Cy ‘o fre 
its and proyant aor 
objectionable ‘medion: advertise- 
ments printed. Cinssified Wants 
printed in June, 175,238 lines. In- 
dividual. advertisemente, 24,737. 


Eight ¢énts per agate line per in- 
sertion, if charged. No ad taken 

00 pl less than 24 cents. If cash ac- 
ies order the rate is Ic. a 

wor . Noad taken iess than 20c. 


CIRO LAT’N TS MINNEAPOLIS TRIBUNE is 

ider* Minneapolis daily 

and has st 100,000 subcribers. 

It publishes over 80 columns of 

Want advertisements every week 

at fuli price ‘average of two 

pages a day); no free ads; price 

tg both — and even- 

by Am. Newa- ng issues. ate. cents per 
paper Di'tory ling, Daily or Sumay. 


MISSOUKI. 
THE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 


combined, hecause it gives results. (ne centa 
word, Minimum, lic. 


MONTANA, 
T+ Anaconda STANDARD is Montana’s great 
nt-Aa” medium; le. a word. Average 
chivaat n (first 6 mos. 1907), 11,187; Sunday, 15,(68. 





NEW JERSEY. 


i gt NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 


EWARK, N. J, FREIE ZEITUNG (Daily and 
a Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY Evenine Journat leads all other 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


i ae EAGLE has no rivals in Brooklyn’s 
lassified business. 


LBANY EVENING JoURNAL, Vastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad inW b County. 








Romo NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


Sa = INK, published weekly. The rec- 
ized aud leaging \\antad medium for 
age rad mediums, mail order articles, advertis- 
ovelties, printing. written cilcuiars, 
 , stamps, office device ces, adwriting, half- 
tone making, and ale to nave anything whicn 
interests a ones is to advertisers and busi- 
ness men, led aavertisements, 20 conts 
a line per leans tat ‘ia six words to a line; - 


gy ment ey DaILy STANDARD. Guuaran- 
daily average 1906, 7,000. Cent aword. 


Ole. 
OUNGSTOWN VinpicaToR—Leading “Want” 
medium. Ic. per wora. Largest circulation. 


OKLAHOMA, 


HK OKLAHOMAN, Otla. City, 19.414. Publishes 
‘more Wants than avy 7 Wkla. competitors. 


PENNSYLVANIA. 


HE Chester, Pa.. TIMES carries from two to 
five times more ctassifiead ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND. 
gf ee EVENING KULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
of hi Columbia STATE (O©) carries 
¥& more Want ads than any other 


South Carolina newspaper. 





CANADA. 
A grow, Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


'\HE DatLy TELrGRAPH, St. John. N. B., is the 

- want ad medium ot the maritime provinces. 
Largest circulation and most up to date paper of 
Eastean Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


* jae Montreal DaILy STAR carries more Want 

advertisements than ail other Moncrea) 
dailies combinea. The Famiry H&RaLD aNnb 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


Ts Winnipeg FREE PREss carries more 
“Want” advertisements than any other 

a paper in Canad, and rore advertivements 
ot this nature than are pongeines ge all the other 
seey ts ewe published Canada co’ 





com- 
bi tates one cent per word iperday, or four 
cents a... word per wee! 
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(© ©) GOLD MARK PAPERS@@) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American News)s- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA. 
THE MOBILE REGISTER (©©). Established 
1821. Richest section in the ame South. 
WASHINGTON, D. c. 
Nearly Mr gry A in Washington eaten to 
THE EVENING AND SUNDAY STAK. Average, 
1906, 35,577 «@@) 


ILLINOIS. 

THE INLAND PRINTER, Chicago, (© ©). 
ualaverage circulation for 1905, 1 5,866. 

BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” journal for baxers. Oldest, best known. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNK ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL 
Best paper in city; read by best people. 

LEWISTON EVENING JOURNAL, daily, aver- 

firet six mos. 1907, 7,855 (O ©); wy., 17,705 


Act- 


(©). 


2 
(60). Maine’s great newspaper. 
MASSACHUSETTS, 
Boston, Am. Wool and Cotton Reporter. Rec- 
—, organ of the cotton and woolen indus- 
es of America (© a 


BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. 


The only gold mark daily in Boston. 
TEXTILE WORLD RECORD (@6©), Boston, is 
joted at home and abroad as the stanocard 
Titeriean textile journal. 
WORCESTER L’OPINION | PUBLIQUE o ©) is 
the leading French daily of } of New England 


MINNESOTA. 


NORTHWESTERN MILLER 


4 1 —_ Minn ; r year. Covers 
Sittin ur trade Ah over the sae. The 
only cs on Mark” milling journal ( 

PIONEER PRESS (QO), St. put, a. Most 
reliable paper in the Northwest. 

THE MINNEAPOLIS JOURNAL ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. es more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 

NEW YOK. 

NEW YORK TIMKS (©©). Largest gold-mark 
sales in New York. 

Md Bon (OO). Desirable 
roduces satisfuctory resuits. 

canines "EAGLE @O)! (OO) is THE advertising 
medium of Brookly 

THE POST air at (©©O). Rochester, N.Y. 
Best advertusing medium tn this section. 

ENGINEERING NEWS (@©).—An authority of 
the first order.—Tribune, Charleston, W. Va. 


ARMY — NAVY JOURNAL, AA °). First in 
its class in 








Pha nena AMERICAN (¢ (® othe ~ ‘the ed gest 
f an 1 paper in tue world. 


VOGUE ( saan more advertising in 1906 
than any other magazine, ¥ weekly or mouthly. 
ELECTRICAL REVIEW (© (© ©) covers the field 
Read and studied by thousands. Oldest, ablest 

electrical weekly. Reaches the buyers. 

NEW YORK HERALD (06 (@©). Whoever men- 
tions America’s ieading newspapers mentions 
the New York HERALD ° 








CENTURY MAGAZINE (© ©). There area few 
Feng in every community who know nore 

han all the chess. These people read the 
CENTURY MAGAZINE 


STREET RAILWAY JOURNAL (©©). The 
— —— on city and interurban rail- 
rage circulation a weekly. 

McG RAW PUBLISHING COMPANY. 


HARDWARE DEALERS’ ALERS’ MAGAZINE, 
In 1906, average issue, 20,791 ( 
Specimen co) d upon uest, 

D. T. MALL , Pub., 253 Kroadway, N. Y. 


THE ENGINEERING RECORD (©©). The 
most progressive civil engineering journal in 
the world. Circulation aver: over 14, a per 
week. MCGRAW PUBLISH1 G@ COMPAN 


FOREST AND ST STREAM, (0) 


est circulation of an 
oun’, to wealthy reereationteca. "Write 


NEW YORK TRIBUNE 2. oe and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa bigh- 
grade advertiser 


ELECTRICAL WORLD (0G (©©). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified _ = Ege ye of Amer- 
ican Advertisers. 1906 
was 18,827. McoRAW. PUBLISHING COM ANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home er. It is on the Roll of Honor and 
has the a Star and the Gold Marks—the 
three most desirable distinctions for any news- 

per. Sworn circulation of The Daily Press, 
‘or 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©® DISPATCH ‘ee 


The newspaper that judicious advertisers 
always seiect first to cover the rich. pro- 
ductive. Pittsburg flieid. nly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (QO), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA, 
one STATE (©©), Columbia, 8. C. Highest 
ty, largest circulation in South Carolina 


VIRGINIA. 


THE NORFOLK LANDMAKK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (© ©). Only 
morning paper in Seattle. Oldest State. [he 
biggest and . Able, alert, always ahead. 

a! W ISCUNBIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©©), the only gold mark daily in Wiscovsin. 
CANADA. 

THE FREE PRESS (© ©), London, Ont. Morn- 
ing, Noon, Evening. lop over 18,000 daily. 

THE HALIFAX RERKALD Sg deal the EVEN- 
ING MAIL, Circulation 15,558, 
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J Hardware 
Dealers’ 
Magazine 


253 Broadway, New York 

















One Dollar a Year 











DANIEL T. MALLETT, Publisher BENJAMIN F. ROWLAND, Advertising 


JAMES H, KENNEDY, Editor Manager 
EDWARD G. BALTZ, Associate Editor A.J. WARNER, Western Manager 





SPECIALIZED JOURNALISM. 


The men behind the Hardware Dealers’ Magazine 
are practical Hardwaremen. Men who have actually sold the 
goods over the counter or on the road. 

Every line of reading matter talks business—Hardware busi- 
ness. E-very page bristles with business ideas. 

21,000 Buyers—Real, Active, Practical Business Men—read 
the Hardware Dealers’ Magazine—tead it every issue. 

It is estimated that these Buyers expend more than one and a 
quarter billion dollars annually for Merchandise. 

Most of them learn Where to Buy and What to Buy through 
the Hardware Dealers’ Magazine. 

The Hardware Dealers’ Magazine has the largest cir- 
culation in its field with rates less per thousand copies than any 
known method of reaching the Hardware trade. 

It takes courage to advertise; but the secret of successful ad- 
vertising is sticking ; staying with the job. If you have the goods 
and your prices are right your nerve is nothing more than good 
business sense. The start doesn’t count. Anybody can start. It 
is the fellow who keeps up the persistent jog who wins. His adver- 
tising may not be very showy or occupy very large space, but if it 
is regular and if it appears in the Hardware Dealers’ Maga- 
zine it is spread out before 21,000 Buyers for stores. 

The fact is if you have the goods to sell you are wasting your 
time if you are not advertising, and the Hardware Dealers’ 
Magazine gives you more advertising value for your money than 
any other trade journal in the United States. 

Specimen Copy and Rates upon request. 
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1907 EDITION—NO 





Indispensable to 


No Business House Dealing 
Without Rowell’s Am 


TO THE BUYER of advertising space in newspapers, either upon 
a national scale or in a single State, as well as to the advertiser in a group 
of magazines, trade journals or class publications of any character 
whatsoever, the latest edition of Rowell’s American Newspaper Direct- 
ory is a daily working guide that cannot be dispensed with. 

It is an authoritative gazetteer of the 22,898 newspapers and periodi- 
cals in the United States and British North America, arranged alpha- 
betically by States and Cities. Population, area and boundaries of each 
State are given, witha list of its cities ranged according to numerical 
importance, and a summary of all its periodicals, revised to March 30, 
1907. Every place in each State where a newspaper or other periodical 
is published is given in its alphabetical order, with postoffice name, 
population, geographical location, chief industries, leading railroads, 
nearest city or county seat, and a complete list of publications issued. 
The names of the latter are given, with date of publication and frequency 
of issue, politics and general character, form, size and number of pages, 
subscription price, year of establishment, editors’ and publishers’ names, 
correct street address, and a record of copies printed for a period rang- 
ing from the past five to fifteen years. The latest circulation rating is 
given in figures where the publisher has supplied information concern- 
ing same, or is estimated where such information has not been forth- 
coming. 

It gives a separate list of all periodicals having more than 1,000 
circulation, and of all newspapers having a Sunday issue. 

It gives a separate list of all Religious Journals, grouped accord- 
ing to denomination and geographical location. 

It gives a separate list of all Agricultural Journals, according to 
subject treated, such as General Agriculture, Live Stock, Horticulture, 
Floriculture, Dairying, etc., arranged geographically. 

It gives separate lists of all Medical, Legal, Architectural, Scien- 
tific and Professional Journals, grouped according to specialties and 
arranged geographically. 

It gives separate lists of all publications in Foreign Languages, 
arranged lingually and geographically; and of all publications devoted 
to subjects such as Education, Household, Children, Art, Music, Liter- 
ature, Drama, Sports, Society, History, Biography, Sanitation, Army 
and Navy, Temperance, etc. 

It gives separate geographical lists of all publications issued by 
Labor, Fraternal, College and similar organizations. 

It gives separate lists of publications devoted to Commerce and 
Finance, Insurance, Exporting, Manufacturing, Merchandizing, Mining, 
Engineering, Railroading, Real Estate, etc. 

It gives separate lists of all journals devoted to special departments 
of Industry and Business, such as Textiles, Drugs and Chemicals, Elec- 
tricity, Furniture, Hardware, Leatner, Shoes, Jewelry and Watchmak- 
ing, Paper, Printing, Photography, Milling, Provisions, Groceries, 
Plumbing, Heating, Tobacco, Hotels, etc. 
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)Y FOR DELIVERY. 


Buyer and Seller. 


ewspapers Can Afford To Be 
Newspaper Directory. 


It gives statistical tables showing the number of daily, tri-weekly, 
semi-weekly, weekly, tri-monthly, bi-weekly, semi-monthly, monthly, 
semi-quarterly, bi-monthly and quarterly publications issued in each 
State and Territory. 





Rowell’s American Newspaper Directory is the oldest work of its 
kind in the world, its establishment dating from 1869. It was the first. 
During its thirty-nine years of publication it has been the most accu- 
rate, complete and impartial. It is the only Newspaper Directory in the 
world that has steadily maintained a standard definition of circulation, 
and is now the only one published independently as a reference work 
pure and simple, free of all business connections with advertising agen- 
cies, publishers and commercial interests whatsoever. In no other 
place can an advertiser, advertising manager or advertising agent get 
access to so vast and accurate a body of information about American 
newspapers and newspaper circulation; and it is difficult to conceive of 
any general or special information about the periodicals of the United 
States and Canada that may not be instantly found in this book of over 
1,500 pages. 


TO THE SELLER of anything purchased by publishers of 


newspapers, magazines or class journals, whether he be a manufacturer 
of perfecting presses or an author seeking to dispose of a manuscript, 
the 1907 edition of Rowell’s American Newspaper Directory is a 
complete mailing list of the entire American periodical press, 
revised to March 30, 1907. Its exhaustive grouping and classification 
makes it possible to reach, by correct name and address, the publishers 
of any State, Territory or Province, any County, or any group of publi- 
cations devoted to a Profession, Religious Denomination, Political 
Party or Finished Commodity, Professional or Technical Subject, 
Social or Fraternal Organization, Foreign Language or Special Interest 
whatsoever. 

Its circulation ratings and detailed information enable any one 
using the work for trade-seeking purposes to form accurate estimates 
of the importance and standing of any desired group of periodicals; 
and the book, as a whole, with its many indexes and subdivisions, gives 
access to the American Press not to be obtained elsewhere, so com- 
pletely and readily, by any means or at any cost. 











Cloth and gold; over 1,500 pages. $10 net cash, sent 
carriage paid upon receipt of price. 


The Printers’ Ink Publishing Company, 


10 Spruce Street, New York City, 
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Brorsihing appearing as reading matter is in- 
verted free. 
All advertisements must be handed in one 
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New York, July 31, 1907. 
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PRE-DIGESTED advertising, mixed 
with plenty of plain gray mater- 
ial, is most easily assimilated by 
the masses of every-day readers. 


Tue world is free of honest 
doubters—fit subjects of con- 
vincement for advertising writ- 
ers. He or she who writes the 
message which attains convince- 
ment wins a permanent friend 
for his principal and accomplishes 
a full measure of advertising 
success, 


Printers’ INK has had several 
requests lately for the names of 
leading house-organs throughout 
the country. A list of these is 
now being compiled, and it is re- 
quested that copies of all house- 
organs, whether they are obsciire 
or well-known, be sent to this 
office so that they may be entered 
on the list. 
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_ Pir, not punk, should be the 
inner fibre of an advertisement. 


In Cleveland, 
Corporation Ohio, there i 


Advertising. being waged 2 
street-car war between the Cleve. 
land Electric Co., known as the 
“Concon” and the Forest City 
Railroad Co., known as_ the 
“Threefer.” The “Concon” is 
the original system and own 
lines that cover every section of 
the city and suburbs; they have 
had things practically their own 
way for years, without competi- 
tion, 

The Forest City Railroad Co. 
is the new corporation in which 
Mayor Tom L, Johnson is one of 
the principal stockholders. This 
system is operating cars in a 
very small territory compared 
with the “Concon” lines, 

“Concon’s” franchises are ex- 
piring and it’s up to the people 
to say which line will operate on 
the different streets. 

The “Concon” lines offer seven 
tickets for a quarter with uni- 
versal transfers and double trans- 
fers on all crosstown lines. The 
“Threefer” offers a straight three 
cent fare. 

Both lines are extensive ad- 
vertisers; they use the daily pa- 
pers, the billboards and their own 
cars, 

The great catch phrase used by 
the “Concon” is—‘Speak or 
write to youf town councilman 
about it.” The “Concon” seems to 
be doing the heaviest advertising 
and are now publishing “The 
Trolley,” a weekly four-page pa- 
per which tells about the good 
service of their lines, etc, and 
which is used mainly to get peo- 
ple interested in voting for their 
interests, 

“The Trolley’ magazine is 
found on hooks or boxes in 
every car owned by the Cleve- 
land Electric Co. and the box is 
labeled ‘Take one—or ask the 
conductor for one.’ 

The sentiment of the public at 
large seems to favor the ‘“Con- 
con” lines, which goes to show 
that advertising does things even 
with street-car advertising. 
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THE SUMMER DULLNESS 
ILLUSION. 


If a business man wants to 
dodge work in midsummer, that 
is a perfectly sane and commend- 
able thing to do. 

Take a rest if you need it. 

But don’t stop under the im- 
pression that all the world of 
consumers has stopped too, and 
that there will be nothing doing 
till fall. 

For the world doesn’t halt per- 
ceptibly. Here and there a fam- 
ily goes to Europe, perhaps, and 
all over town about twice or 
three times as many goes away 
for the whole summer. But for 
the others, the masses, it is either 
a case of sticking right at home 
at the same old work, or else 
running away for one or two 
weeks at most, then back again. 
All the people who go away have 
to go somewhere—that makes fat 
transient business in the cities. 
All the people who don’t go away 
are right in your midst reading 
the same newspapers and maga- 
zines, eating just as much, drink- 
ing more, spending freely on 
novelties and amusements and 
hot weather comforts. Ever stop 
to reflect that most of the gim- 
cracks and novelties of commerce 
are based on summer needs? It’s 
so. Winter is a time of staples— 
coal, flannels, coffee, oatmeal. 
But summer is the time of the 
electric fan, insecticide, new- 
fangled underwear and _ fancy 
cereal food. As long as people 
are warm in winter they are 
happy. But when they swelter 
in July, there are dozens of es- 
sentials necessary to comfort, in 
dress, food and housefittings. 

The people who go away only 
stay six weeks at the longest. 
Magazine and newspaper circu- 
lations fall off slightly in mid- 
summer. But not in any per- 
centages that would indicate that 
everybody had quit reading and 
buying. One of the leading 
weeklies, for instance, admits a de- 
crease of about eight per cent, not 
because people have gone away, 
but because its farm readers, of 
which it has a great many, are 
too busy getting in crops to 
come to town and buy the maga- 


27 


zine. Wouldn't the retailer in a 


farming center be foolish to as- 
nothing was 


sume that 
done? 
There is only one really dull 
month in magazine circulation— 
August. The July issues are out 
before the summer has _ reached 
its height, while the September 
issues, though they come on the 
heels of the vacation season, 
carry more business than Janu- 
ary issues. Both newspaper 
and magazine publishers will tell 
you that with September begins 
the best season for putting on 
new circulation. All the old 


being 


‘readers come back, and hundreds 


of new ones appear. If a publi- 
cation loses readers permanently 
in summer, it’s the publication’s 
fault—not the public's. 

With thousands of business 
houses the incoming of June 
means preparation for a long 
period of so-called summer dull- 
ness—like taking sarsaparilla in 
spting or getting ready to hiber- 
nate all winter. Now, winter is 
unmistakeably a long season— 
it lasts from November to April. 
But summer is short, sharp and 
hot, and leads into the busiest 
months of the year. In manu- 
facturing, wholesaling and job- 
bing the summer months are 
times of active buying for fall, 
retailers’ visits to cities, the 
starting out of drummers. In 
the retail, too, it is a season in 
which merchants must carry on 
double work in stocking up and 
selling. 

Go away yourself, Take a rest. 
You probably need it. 

But don't, on that account, 
strike June, July and August off 
the calendar, or get the summer 
dullness illusion, or stop adver- 
tising. The world doesn’t *stop 
because you go away. 


GUSTAVE SCHIRMER, secretary 
of the music publishing house of 
G. Schirmer, and manager of the 
Boston branch of the Boston 
Music Co., died in that city July 
15, after an operation. He was 
the second son of the founder of 
the Schirmer business, G. Schir- 
mer, who established it in 1868. 
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RENEWAL copy for Hostetter’s 
Bitters is being placed with daily 
papers direct. 


White, Buffalo, 
is going out to 
the Volkman 


Copy for Mrs. 
beauty specialist, 
dailies through 
Agency. 

ALLAN ForMAN is sending out 
“readers” for Waterman Foun- 
tain Pen Company, to Southern 
papers. 

Tue M. P. Gould Agency, 
New York, is asking rates on 
automobile advertising from daily 
papers. 

THe Hampton Company is 
sending out renewal copy to 
newspapers for Piper Heidsick 
chewing tobacco. 


I. Ropert BLACKBURN is mak- 
ing 10,000 line contracts for Vic- 
tory Remedy Company, with 
Southern dailies. 


Tue Laredo Chemical Com- 
pany’s, Cincinnati, advertising is 
being placed with daily papers in 
the South, direct. 


NATIONAL LEAD CoMPANY, 
New York City, renewal copy, 
going to daily papers through the 
George Batten Agency. 


Tue Milburne Agency, Balti- 
more, Maryland, is placing copy 
for the College of Physicians and 
Surgeons with Southern dailies. 


Ir is rumored that the Kastor 
Advertising Agency, of St. 
Louis, Missouri, is soon to estab- 
lish a branch office in New York 
City. 

THE Merrill Advertising 
Agency, of 1123 Broadway, New 
York City, is placing the adver- 
tising for the New York Traders’ 
Co., of New York City. The 
space used is fourteen lines, and 
is being inserted in the mail- 
order papers. 
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RoyaL Tourist advertising is 
being placed with dailies in Tex- 
as and other Southern States by 
the Witt K. Cochrane Agency, 
Chicago. 

ALBERT FRANK & COMPANY, 
New York, are placing Southern 
Pacific advertising with daily pa- 
pers in different sections of the 
country. 


W. aukesa 
Waukesa, 


THE 
Company, 


Improvement 
Michigan, is 


using space in Southern daily pa- 
pers through the Mahin Adver- 
tising Agency, Chicago. 


THe Rochester office of the 
Frank Seaman Agency, Inc., is 
using full page space in maga- 
zines for the Kelsey Heating 
Company, Syracuse, New York 


THE Manufacturers’ Advertis- 
ing Bureau, New ‘* York, will 
handle the account of L. B. 
Baker, Waterbury, Connecticut, 
expert account and business. sys- 
temizer. 

THE Foster DeBevoise Agen- 
cy. New York, is contracting for 
1,500 line space, to be used with- 
in the year, with daily papers for 
the Fiske Rubber Tire Company, 
Massachusetts, 


RUDOLPH GUENTHER, New 
York, is placing financial adver- 
tising for Peter Whitney, New 
York City, with Sunday papers 
and for W. R. McDowell, New 
York City, with daily papers in 
Great Britain. 


THE manufacturer of a domes- 
tic labor-saving machine, selling 
at $10 and $15 and appealing to 
the woman in the home, spent 
less than $700 to advertise three 
times in the Associated Sunday 
Magazines. From this advertis- 
ing 2,587 inquiries were received 
and 592 machines sold, bringing 
$8,600, or more than twelve times 
the cost of the advertising, The 
‘Associated Sunday Magazines 
holds the record for lowest cost 
in bringing inquiries to this ad- 
vertiser. 
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THE many friends of George 
1, Hazen, of the Century Com- 
pany, will be glad to know that 
he is again at his desk after a 
long and trying illness. 


A. W. Lee, president of the Lee 
Syndicate, which owns the Dav- 
enport Times. Ottumwa Courier, 
Muscatine Journal, La _ Crosse 
Tribune and Hannibal Courier- 


Post, died about two weeks ago 
in Nottingham, England. 


DovusLepAY, Pace & Co., are 
again going through the experi- 
ence of fighting a labor union, 
the Pressfeeders’ Union in New 
York having demanded _ that, 
though mechanical 
machines have been installed in 
their plant, as many men as 
formerly shall be employed. The 
publishers have declared an open 
shop, and are at present some- 
what hampered. Letters of ex- 
planation to advertising patrons 
have brought more than a hun- 
dred communications of encour- 
agement, stating willingness to 
bear with whatever delay may 
be caused so long as the fight is 
kept up. Some months ago this 
firm fought out a compositors’ 
strike and succeeded in estab- 
lishing the open shop upstairs. 


»» The satisfaction 
“Show Me of an actual cus- 
Advertising. tomer is the best 
recommendation of an article. 
Therefore the written expression 
ofacustomer’s satisfaction makes 
convincing advertising copy. 
Prospective buyers are impressed 
by the favorable words of those 
who have already bought. The 
Autobox Machinery Concern of 
Boston, manufacturers of box 
machinery, have tried this meth- 
od successfully on a large scale 
in trade papers. Their copy con- 
sists ofa full page half-tone, com- 
prising a short letter of approval 
written on the customer’s letter 
head, and a photograph showing 
the working of the Autobox ma- 
chinery in the customer’s factory. 
The letters are from many high 
class manufacturers in the United 
States and Canada. and there is 
no suspicion of collusion. 


pressfeeding 
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If you have made a hobby of 
your business, probably your 
competitors are going around. 
wagging their heads and explain- 
ing that your remarkable success. 
is due to luck. 

If a man makes a _ hobby of 
anything and bestows’ enough. 
persistence upon it, he achievesa 
degree of success which the un- 
thinking, determined to account 
for it in some way, ascribe to 
luck, 

I have a hobby of my own. For: 
several years I have been devot- 
ing more of my time than other 
people thought was really neces- 
sary to the study of the great 
Problem of Printing. 

I have tried to find out why 
some kinds of printing will pro- 
duce wonderful results for some 
people and fall distressingly flat 
when used by other people. 

I have tried to formulate a 
working plan by which it would 
be possible to determine just 
what sort of copy, illustrations, 
composition, arrangement and 
binding constitute what is loosely 
called “good printing” for all the 
various kinds of business with 
which I have come in_ personal 
contact—and there are a good 
many of them. 

With a correct solution of this. 
Problem of Printing in view I 
have surrounded myself by the: 
best talent I could secure—the 
right men to take care of each 
branch of the work from its con- 
ception to its insertion in the 
envelopes. 

The results of my study and! 
experiments have been both in-. 
teresting and valuable, and I will 
be glad to get in communication 
with the individyal who is not 
seeking information merely to 
add it to his collection, but who 
wants to avail himself of the best 
possible assistance in securing 
for his business a class of print- 
ed things which will bring the 
most results for the money. Such 
are invited to address me per- 
sonally. 

GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 
No. 41 Union Square, 
New York City. 
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Witt C. Izor, for the past year 
eastern manager of the Home 
Magazine, has recently received 
the additional appointment of 
eastern manager of the Reader. 


Witt Rocers PARKER, who for 
the past five years has been with 
the International Correspondence 
Schools of Scranton, Pa., form- 
erly as assistant advertising 
manager, and for the last three 
years as principal of their school 
of advertising, is now advertising 
manager of the E. T. Burrowes 
Co., Portland, Me. This concern 
is the largest manufacturer of 
window screens in the world. 


MILLE, FouGeRE, an imported 
French singer, is now appearing 
at Hammerstein’s Roof Garden 
in New York, and an account 
going around the metropolis, by 
word of mouth, has unique ad- 
vertising value for this attrac- 
tion. It is said that Mlle. 
Fougere wears upon the stage a 
gown made wholly of lace, or 
rather it is a large piece of lace 
which is wrapped about her with 
inimitable French chic and grace, 
and is held together solely by 
pins and brooches. To add to 
the interest of this odd costume, 
the Mlle. has painted upon it a 
human eye, and those who have 
not had the pleasure of hearing 
her sing, are permitted to guess 
three times as upon what espe- 
cial part of Mademoiselle’s 
anatomy this eye is painted. 


Rival Gown Harry Levey, the 


New York dyer 
Ladies. and cleanser, is 
endeavoring to obtain an injunc- 
tion against Herman D. Kampf, 
a former employee, who has 
started in the same business and 
is using a deplorable imitation 
of the complainant’s advertise- 
ments, Levey, the cleanser, claims 
to have spent $1,000,000 to make 
his name famous on painted bul- 
letins, together with the well- 
known figure of “Miss Daisy 
Gown,” which is a_ registered 
trademark. It is complained that 
Kampf has used a similar figure, 
calling it “Miss Dainty Gown.” 
Levey states that his advertising 
expenditure is $100,000 a year. 


James H. Bircu, Jr., who has 
for the past twelve years trav- 
eled all over the world, selling 
American vehicles, is now in 
charge of the export department 
of the Auburn Wagon Co., Mar- 
tinsburg, W. Va. This company, 
which has a New York office at 
158 Maiden Lane, states that its 
foreign trade has steadily been 
growing for some time. In se- 
curing Mr. Birch they have put 
the department under a man who 
knows the foreign field by actual 
selling and contact. 


A SEQUEL of the attack on the 
British soap “trust” some time 
ago is the libel suit of Lever 
Brothers, the well-known Eng- 
lish soap concern, against the 
London Daily Mail and Evening 
News, belonging to Lord North- 
cliffe (Alfred Harmsworth). It 
was charged that these papers, by 
publishing anonymous ‘letters, at- 
tacking the soap interests, caused 
loss of sales amounting to $200.- 
000 in one month, as well as de- 
preciation’ 6f the complainants’ 
securities. On July 17 the papers 
withdrew the published charges 
and paid damages in the amount 
of $250,000. 


Conde Hamlin After serving the 
Pioneer Press, of St. 


Resigns. Paul, for nineteen 
years, Conde Hamlin has announced 
that he will resign within a few days 
and spend a long desired vacation in 
Europe. Recently the majority of the 
stock of the company changed hands. 

For twelve years Mr. Hamlin was 
with the editorial department of the 
Pioneer Press, Seven years ago he 
was elected a director, vice-president 
and general manager, For ten years 
before he assumed the management 
the company had not paid a dividend. 
Under his direction, however, the 
cumulative dividend was paid up, and 
the property put on a regular dividend 
paying basis. In addition, twenty-five 
per cent of bonded indebtedness has 
been canceled, and a like amount of 
permanent improvements made. 

Mr, Hamlin has reason to feel 
proud of his record with the Pioneer 
Press, PRINTERS’ INK extends to 
him best wishes for a pleasant vaca- 
tion time abroad, 
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WitH the September issue the 
Red Book, Chicago, will have a 
special department devoted to 
automobile news, hints, etc. un- 
der the heading “The How and 
Why of Motoring.” It will be 
conducted by E. Ralph Estep, an 
authority on the subject. 


The Burroughs 
House-Organs Adding Machine 


and Booklets. Company, of De- 


troit, is the latest convert to the 
house-organ idea. The publica- 
tion called “The Burroughs,” St. 
Elmo Lewis, advertising mana- 
ger, is assisted in its preparation 
by J. W. Speare, assistant adver- 
tising manager. Mr. Speare is a 
former New York newspaper 
man who left daily newspaper 
work several years ago to enter 
the general advertising field. He 
has been connected with the 
Ayer Advertising . Agency, in 
Philadelphia, where he wrote the 
advertising for the International 
Correspondence Schools of 
Scranton, and other large adver- 
tisers. -The R. J. Reynolds To- 
bacco Company, of Norfolk, Va., 


is distributing a souvenir booklet 


at the Jamestown Exposition 
which is not of the sort which 
finds the waste-basket. The book- 
let contains many excellent half- 
tones of photographs taken upon 
the exposition grounds, in addi- 
tion to interesting descriptive 
matter of the cultivation and 
preparation of tobacco. C. W. 
Harris prepared the booklet. 

Another booklet for which the 
exposition is responsible comes 
from the Rock Island Railroad, 
Its main feature is a schedule of 
excursion rates to Jamestown 
from the points located upon the 
Rock Island system. 

“Pith in Advertising” is an 
English booklet of modest pro- 
portions which is crammed full 
of American ideas. It comes 
from the advertising agency of 
S. H. Benson, Ltd., 1 Tudor 
street, London, E. C. 

Seth Brown, who prepares ad- 
vertising matter in the Unity 
Building, Chicago, has compiled 
in attractive form a number of 
commendatory things which have 
been said of him by other peo- 


ple. Several pages, front and 
back, are given over to exceeding 
— advice by Seth Brown him- 
self, 

The American Machinist puts 
out this month a dignified little 
booklet in the interests of its ad- 
vertising department. If the pub- 
lication would cast about for a 
trade-mark more worthy of itself 
and of its advertising literature, 
it would deserve special com- 
mendation. The present trade- 
mark according to the Little 
Schoolmaster’s view of it, falls 
down lamentably. 

The Batavia, N. Y., News has 
bound together a dozen or more 
excellent “readers” in which the 
advertising department talked to 
home advertisers, and publishers 
in other fields are invited to 
adapt them for their own uses. 


Using Old. Fooling the peo- 


E ple to attract at- 
mvelopes. tention is a good 


idea if the people “fooled” appre- 
ciate the joke. Here is a plan 
that can be used effectively by 
most any line of business and the 
publicity secured will prove of 
value. 

Every firm as a rule receives 
large quantities of mail and the 
envelopes are discarded to the 
waste basket. A certain firm 
conceived the idea of utilizing 
their. cast off envelopes for ad- 
vertising purposes and here is 
how they did it: 

They were to have a_ special 
sale and when the circulars were 
printed announcing their sale, 
they had accumulated a large 
quantity of envelopes bearing 
canceled one and two cent 
stamps. They inclosed one of 
their circulars in each envelope 
and left them on porches, and 
scattered them about where peo- 
ple would likely see them and 
pick them up and open them. 
The people “fooled” appreciated 
both the advertising and the joke 
and their sale was the talk of the 
town. 

This scheme was ‘carried out on 
April Fool’s day, but it is a 
scheme, however, which might be 
good at any time. 
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THE Montreal Star announces 
an advance in rate, effective Sep- 
tember 1st. Its publishers assert 
that the Star is read in over 
ninety-five per cent of the Eng- 
lish homes of Montreal. 

S. L. Lester was appointed ad- 
vertising manager of the Tacoma 
Ledger February 1, 1907. The 


table of advertising carried dur- 
ing the first six months of 1907 
shows a gain of 883 columns over 
the corresponding period in 1906. 


Tue educational section of the 
Richmond, Va., Times-Dispatch, 
recently published, contains 29,400 
lines of actual school announce- 
ments, and the total amount of 
advertising in the section was 
33,600 lines. This is the second 
annual school number of _ the 
Times-Dispatch. Its management 
believes that no other daily in 
America ever printed as large an 
amount of school advertising in 
one issue. The business was se- 
cured by the regular force of the 


paper. 
McCor- 


assumed 
Hoosier State vootrol of the 
Indiana Star League papers 
in January, 1906, and since that 
time the Indianapolis Star has 
increased the amount of adver- 
tising carried more than fifty per 
cent. During the period, also, 
it has raised its subscription price 
to two cents a copy, and $5 a 
year. Notwithstanding the in- 
crease, according to Rowell’s 
American Newspaper Directory, 
the Star prints more copies than 
any other daily in the city. The 
paper has grown into a new 
home, which is one of the coun- 
try’s best equipped newspaper 
buildings. 

The Star is the only morning 
and only Sunday paper in a city 
of 240,000 people. During June 
its net paid circulation, according 
to the publisher’s report, was 
80.898 copies each issue. In ad- 
vertising the gains have been re- 
markable, and the first six 
months of 1907 as compared with 
the same period in 1906 shows a 
gain of 3,282 columns. 


A. A. 


In the 
mick 
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THE PEOPLE OF THE AD. 


What would we do, were we to lose 
The constantly recurring views, 
Whene’er we read, where’er we cruise, 
Of friends who cheer us in our blues? 
If Phoebe Snow, in spotless white, 
No more allured the traveling wigl.t, 
With smiling face and costume bright, 
To. the clean Road -of Anthracite,— 
Because, on one of her long jumps, 
While sootless coal, in shining lv 
Speeds the swift train, 


Par) 


with -jailess 
jumps, 
She meets, perchance, dear, old Jim 


Dumps 

And straightway falls in love with him,— 
Transforming him to Sunny Jim,— 
And they decide that they will swim 
The matrimonial sea:—the whim 
Might be of happiness the source 

To them; while we, without recourse, 
Would mourn their loss; for then, of course, 
Jim would retire and leave the “Force.” 
How great our grief, on train, or boat, 
Could we hence fast no longer note 
The broad-brimmed hat and dun-brown 


coat 
Of dear, old, smiling Quaker Oat! 
For, if, on some unlucky day, 
He should catch sight of the fair Fay 
Who watches White Rock’s fountains 


play, 
What he might do no one could say. 
His customary pious -mood 
Might change to one less truly good, 
And, clasping the sweet elfin hood, 
He’d vanish in some sheltering wood! 
Suppose the youth, with cheeks aglow, 
All nude, in tub as white as snow, 
Should drop his Hand Sapolio 
And rise, erect, and seek to go 
And dress himself;—the Cop, whose 
smile 
Will not come. off, in durance vile 
Would slap the youth; and so, long- 
while, 
Our gaze he would no more beguile. 
What if the Breakfast Cocoa maid, 
Perennially prim and staid, 
Far from the path of duty strayed, 
And love to little Franco made? 
It’s ten to one the hapless dupe 
Would cease to taste his steaming soup 
And, with the siren, join the grou 
Where Cupid whirls his loop-the-loop! 
Old Postum, with his face serene, 
Might lose his Reason, and, between 
A bug-house bars his features screen,— 
Grape-Nutty over coffee-bean! 
Then, there’s the Safety-Razor Man 
With face all lather;—if he ran 
Across the hirsute maid of Dan- 
Derine, they’d an elopement plan! 
And, .if the kilted Highland Scot 
Should drink the grog his forbears got, 
From fame he’d fall, as like as not, 
And soon get pinched,—a_ hopeless sot! 
If Doctor Munyon’s jovian pose 
Entranced the gaze of one of those 
Fair dames on whom a Straight-Front 
grows, 
What scandal might ensue, sub rose? 
What, if some Black-Hand, steeped in sins, 
Sneaked through the city, ’mid its dins, 
And kidnapped the cute Gold Dust Twins 
With their pink skirts and dusky skins? 
How barren life; how slow and sad, 
If we no longer ever had 
These omnipresent, cheery, glad 
Old friends,—the people of the ad! 
ARDEN SEYMOUR. 
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THE WONDER BOTTLE. 


in far off Germany an inven- 
tive genius created the wonder 
hottle—THERMos—in New York 
City advertising genius created 
sormous sales. It is now about 
i‘ months since the Thermos 


Sales fave increased right along 
from the first, and soon the sup- 
ply of bottles was exhausted. 

No longer need the mechanic 
drink his noonday tea or coffee. 
cold and insipid. from a cast-off 
flask or tin receptacle; either 
liquid placed in the Thermos 
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THAT NEVER WAS DONE BEFORE 





























1 Am Indispensable in 
the Nursery. 
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1 Am Ingaluable to 
Physicaans. 
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1 Am a Luxury to Auto» 
mobilists. 
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1 Am a Necessity to the 
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1 Am Always Ready for 
Use. 
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I Never Require Prepara- 
tion, 
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LINTERNATIONAL SALES CO., 527 Fifth Ave. New York, United States Distributors: 
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—One Within the 
Other and Joumed at 
the Neck, Leaving an 
‘Au Chamber Between 
from Which All the 
A ts Extracted, 
‘Thereby Forming a 
Perfect Vacuum. Vac- 
uum Is aNon-conduc- 
tor of Heat or Cold 
and 1s the Secret of 
My Success. 

Most Important of All, 
1 Wifi Last a Litetime. 
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bottle was put on the market 
here by the International Sales 
Company, which controls the 
United States sales privilege, and 
by the intelligent use of gener- 
ous space in the newspapers, 
magazines and street cars, the 
hottle has become well known. 


bottle at: night, fresh and _ hot, 
will be in the same condition the 
following day. And the autoist 
or sportsman, traveling on _ his 
way, may be assured of a cold 
and refreshing drink when he 
stops for lunch, if he has his 
Thermos along. It keeps its con- 
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tents hot ot cold at will; that 
which is put in hot stays hot and 
what is put in cold stays cold. 

The secret of its power is in 
the vacuum which exists between 
the inner and outer cases of the 
bottle. In the process of manu- 
facture the air is pumped out of 
the narrow space between the 
inner receptacle and the case cov- 
ering it, and then this space is 
hermetically sealed. 

Two points which Thermos ad- 
vertising has clung to are the use 
of full page space in New York 
newspapers and the printing of 
a list of representative houses in 
various cities who handle the 
bottle. This list is in itself’ a 
good recommendation for the 
article. 

Just at present the Internation- 
al. Sales Company is contenting 
itself with the use of compara- 
tively small space in dailies as 
orders for the bottle are coming 
in faster than they can be filled; 
but this Fall, after they have com- 
pleted arrangements for a larger 
output, they will begin an adver- 
tising campaign in the larger 
cities along the lines of the one 
carried on in New York. There 
should be a great future for the 
bottle, as there are many ways in 
which it can be successfully used, 
in its various sizes and forms. 

The newspaper advertising is 
handled by the Lord Advertising 
Agency; the magazine by Street 
& Finney, and the street car end 
by Ward & Gow. 


SHOP SHOTS. 

If the big fish eat up the little ones, 
all the more reason for you to hurry 
and get your growth. 

How can the clerk who is incapable 
of governing himself now hope in the 
future to be able to govern others? 

A storekeeper has no business in any 
kind of a law suit. The only people 
who make money out of law suits are 
the lawyers. 

There’s a limit to the sum total of 
work you can do. Don’t think that 
you can add so much to it by working 
nights and Sundays. 


You may in public ignore competi- 
tion. Never ignore it in your own 
mind. An under-estimated competitor 
may steal half your trade. 


Whether you are buying or selling 
goods, remember that a square deal is 
the first essential to the satisfaction of 
‘both parties of the transaction. 
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The man who _ lounges, loafs, leans 
or sits while trying to talk a_ business 
proposition into another is deliberat.ly 
handicapping himself at the outset, — 


Don’t worry. because you failed to 
get a college education. The man 
“just out of college” is usually he 
last man up in the mercantile world 


Count over the mercantile successes 
you know. How many were self-made 
and self-educated men ? Ten. How 
many were “remittance men”?  Cune. 


_. You have no time to be allured into 
idle argument of politics, tempera:ice 
or religion. [Il feeling’ is the only 
tangible result of any such argumnt. 


What causes nine men in ten to 
fail in business? - Too much expense, 
Are you carefully figuring into the 
cost of your goods all the expenses of 
selling? 


The argument between the man seat- 
ed and the man standing will inevit- 
ably result in the former assuming the 
defensive and the latter securing the 
offensive position. 

When you are buying goods, never 
forget that you are buying to please 
yourself not the seller, Don’t be in- 
duced to look at his propositions from 
his point of view. 


No detail of the management of 
your store is so unimportant that you 
can afford to ignore it if it interests 
an employee sufficiently to induce him 
to mention it to you. 


The young M. D. must wait for the 
business to come. The merchant can 
neither wait for it to come in the first 
place, nor for it to keep coming in the 
second place. Go after it! 


The merchant who has the ambition 
to make his the leading store in town 
stands a good chance of doing so. 
The man who is satisfied to slip along 
in the easiest possible way will always 
slip down hill. 


No man _can_ get along without 
mingling with other men. And_ yet, 
how shallow is he who is never sufli- 
cient unto himself, who can _ never 
profit by getting off alone and _ think- 
ing things over. 


Don’t fail, occasionall 
squarely in the face the fact that 
are going to grow old and that you 
will need an income, perhaps, many 
years after you have reached a point 
where you cannot earn one. 


Mr. Proprietor, don’t delude your- 
self with the idea that your habits are 
matters of no consequence to others, 
that they do not notice your goings 
out and comings in. You cannot avoid 
being an example to your employees 
whether you will or- not. 

FRANK FARRINGTON. 
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Britirancy is for one day’s work; 
Industry for every day’s work. |:m- 
ployers want men who can sell goods 
all the time, and if possible, every 
time,—Piccolo. 
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STATISTICS WORTH 
WHILE, 





It is very generally the case 
that readers of periodical litera- 
ture are exceedingly indifferent 
when it comes to. enlightening 
the publishers respecting the re- 
gard in which the publication in 
question is held. 
that their influence with the 
management of the periodical 
would be but slight—and anyway, 
what’s the use? If they buy the 
magazine, or paper, they say it 
is a pretty sure indication that 
they like it, and if they don't 
like it, the subscription will be 
discontinued, 
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answers received was even more 
remarkable and 
the Associated Magazines’ pub- 
lishers. 
that they keep a tile of the maga- 
zines, and nineteen per cent lend 
or give it to their friends after 
they and their families have read 
it. Twenty per cent 
They reason the magazines as a 
feature” of their Sunday paper, 
and only eleven per cent criti- 
cized it adversely. 


encouraging to 


Fifty per cent stated 


regarded 
“splendid 


Mr. Field states that the av- 


erage weekly distribution of the 
Associated 
during 1906 was 1,030,745 copies; 
more than are circulated by any 
standard weekly, or by any 


Sunday magazines 





This doesn’t follow, however, 
in the case of a supplement, or 
addition, to a paper long estab- 
lished, which already has regular 
readers, who may buy it for a 
large number of various reasons. 
Its telegraphic news may attract 
some, its editorial policy others, 
or its sporting page, financial re- 
view, society columns and what 
not. How can the publisher de- 
termine at all accurately, in such 
a case, the value which the read- 
ers place upon the new supple- 
ment feature? 

The Associated Sunday Maga- 
zine is, in a strict sense, not a 
supplement, but a standard week- 
ly publication, complete in itself. 
And its advertising manager, 


H. Field, early in the year deter- | 


mined to find out, if possible, the 
opinion of its readers concerning 
it, which could not be determined 
by its sale, because it is sold 
along with the Sunday editions 
of almost half a score of large 
newspapers. Mr. Field asked 
three of the papers—the - Chicago 
Record-Herald, New York Trib- 
une and St. Louis Republic—to 
send a circular letter to some of 
their subscribers to the Sunday 
paper. Eight thousand were 
mailed and nearly five thousand 
answers were received. This in 
itself was remarkable, because of 
the well-known inertia of read- 
ers when it comes to giving pub- 
lishers helpful information re- 
garding their personal opinion of 
periodicals. 

But the general tone of the 
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monthly with the exception of the 
Ladies’ Home Journal. The -pa- 
pers which co-operate in the dis- 
tribution of the magazine are the 
Chicago Record-Herald, Boston 
Post, St. Louis Republic, Wash- 
ington Star, Pittsburg Post, Min- 
neapolis Journal, Philadelphia 
Press, Denver News and New 
York Tribune. It is worth not- 
ing that four of these nine pa- 
accorded the Gold 


pers are 
Marks by  Roweli’s American 
Newspaper Directory, denoting 
an unusually high purchasing 


power of the readers, and that 
six of the nine back up_ their 
statements of copies printed with. 
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the Star Guarantee of the Direc. 
tory. 

It cannot be disputed that the 
Sunday papers with which the 
Associated Sunday Magazines 
are issued are valuable mediums 
for the general advertiser, and 
the statistics culled from replies 
to Mr. Field's circular letter go 
a long way toward proving that 
the magazines themselves are 
worthy of patronage, 

++ 

THE ETHICS OF THE WINK. 

New York, July 19, 1907. 
Editor of Printers’ INK: 

I have been waiting for a fortnight 
to see if any one would call attention 
to the interesting advertising principle 
bound up with the injunction issued in 
the case of Kellogg’s Toasted Cornflakes. 
I have no desire to criticise the ruling 
of the learned judge and _ certainly 
would not controvert the general state- 
ment that it is ethically wrong to steal 
another’s thunder, Still the impression 
has gone abroad that much of this 
breakfast food advertising is a kind of 
merry warfare, in which the nimblest 
wit plucks the persimmon and where, 
within certain limits, “everything 
goes.” 

Was not the original K. T. C. ad- 
‘vertising so audacious and in such 
questionable taste as to invite guerilla 
warfare? It was: (1) mandatory; and 
no one likes to be commanded rather 
than to be respectfully addressed; (2) 
impertinent and vulgar, in that it di- 
rected the reader to wink at the 
grocer, and (3) obscure in the use of 
initials only in reference to the thing 
advertised. The second objection 
would have prejudiced many _ readers 
against the advertiser, whatever the 
merits of his goods, for most persons 
who hold to a degree of self-respect 
do not descend to such familiarities as 
winking at a grocer, even if the wink 
is to be rewarded by a free sample of 
goods. The covert suggestion of the 
picture in the advertisement that the 
winking sheuld be done by a woman 
was ee offensive to good 
taste. The third reason must have 
proved irresistible to a quick-witted 
competitor. The initials said in effect: 
“Here we are, we stand for a cer- 
tain thing, but are equally at the ser- 
vice of the first man who is bright 
enough to give us a new meaning and 
to hitch us to his chariot wheels.” 
Their perversion, while indefensible on 
ethical grounds, was precisely what 
might have been expected when the 
door of opportunity was left inviting- 
ly open. 

Is it not a mistake to expect mys- 
tery and trickery to take the place in 
advertising of the “reason why’? Con- 
trast with this effort the advertising 
by which Force was heralded some 
years ago. The element of mystery 
entered into those announcements, but 
every picture of a dynamo, a_loco- 
motive or a steamship bore the word 
“Force.” This advertising was adroit, 


; 
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dignified and strong; it left no loop- 
hole for a competitor, and the ‘reason 
why” followed-hard after, as soon as 
attention and. interest had been se- 
cured, Joun W. Barney. 
+e, - 
WHICH AGENCIES? 

Racine Junction Station, Wis., 

July 18, 1907. 
Editor of Printers’ INK: 

Will you be kind enough to give me 
the names and addresses of eighteen or 
twenty first-class advertising agencies, 
who have every facility for developing 
complete advertising campaigns and 
working systems in any manufacturing 
line, on the order Batten’s, Bates, 
Mahin, Lord & Thomas, Long-Critch- 
field, etc. Yours very truly, 

W. H. Harter, 
Care of Pierce Engine Co. 
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& Productive Quality | 
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This “Gold Mark” symbol which 
stands for productive quality of 
circulation has been awarded by 
the American Newspaper Directory 
to ag are Journal: Only 
61 papers out:of the 
22, 898 Sublications listed have se- 
cured this honor. 


Honest Quantity 














Thé “Guarantee ‘- ig Fate 4 
‘The Journal by 
ewspaper a. M, ye "Ie. con- 
erred only upon papers the abso- 
lute correctness of whose circula- 
tion statements can be guaran ee 


& that. publication. 

This is the way the Minneapolis 
Journal advertises on its editorial page 
the fact that it has secured the Gold 
Marks and Guarantee Star of Rowell’s 
American Newspaper Directory. 
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The Indianapolis Star 








Had the largest circulation in Indiana at one 
cent and it continues to have the largest cir- 
culation in Indiana at two cents. 


ner PAD BO) 898 


Over 9,000 more than its nearest competitor 
after raising the subscription price from one 
to two cents. 


The STAR Is To-day the One Big 


Paper In Indiana. 


Eastern Representatives, Western Representative. 
HAND, KNOX & CONE CO., JOHN GLASS, 
Brunswick Bldg., New York City. Boyce Bldg., Chicago, 
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Am FACT 


We want to drive this nail 
in to stay. The fact is that the 


New York 


Commercial he : 


is a general all-round newspaper. It is a newspaper 
for Business Men, the general news of ‘the world 
being given in brief form, which is more convenient 
for the Business Man. Look it over Socmengnerty 
and the fact will take root. 














NEW YORK COMMERCIAL 


8 Spruce Street, New York City 

















A Good Friend. 


Ilaven’t bought an ounce of any ink but yours 
since the original purchase several years ago. 
R. TEMPLETON, ELDRED, Pa. 





My customers seem to delight in accompanying their orders 
with testimonials about my goods and my methods, and 
never tire talking about me to their printer friends. The 
country is flooded with ink drummers who promise any old 
thing as long as they can land an order, but my friends 
stick to me unflinchingly. There is consolation in knowing 
that the ink house from whom you buy does not make 
lower prices to your next door neighbor, or give him privi- 
leges which you do not enjoy. When the purchaser feels 
dissatisfied with his bargain, the money is refunded, also 
the transportation charges. 
Send for sample book and price list. 





ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
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COMMERCIAL ART CRITICISM. 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


INK WILE RECEIVE, 


41 UNION SQUARE.N.Y. 


PREE OF CHARGES 


Fcasricism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





Years ago when puzzle pic- 
tures were in vogue the aim of 
the artist was to conceal as many 
objects in his illustration as was 
possible. You had to look for 
them to find them, and the return 
of this form of amusement in the 
shape of the John Sommer ad- 


vertisement shows that the puzzle 








art is not a lost one. Such im- 
portant items as the address, 
reference to trademark, material 
employed, etc., have been hidden 
with more than ordinary skill. 
For the sake of those who are 
not good at puzzle pictures, the 
attention is finally called to the 


IXL 


FAUCET 








NO2. 


article advertised in design No. 
I. It is a faucet and_ projects 
from the trunk of the tree in the 
foreground. 

\n illustration of a character 
to allow readable copy and to 
center the interest upon the ar- 
ticle sold is shown in design 
No, 2, 





Avery patient man, it is 
chronicled, has managed to en- 
grave the Lord's Prayer on the 
head of a pin. He must have 
ultimately drifted into the ad- 
vertising field and produced the 
remarkable creation which repre- 
sents the Poole Engineering & 
Machine Co. in one of the cur- 
rent magazines. In less than a 
quarter page space, on a black 
stippled oval, he has managed to 
tell pretty fully the endless de- 
tails of their manufacture, Some 
of these details run _ straight 
across, while others run in any 





BALT na OREM, Z 
MANUFACTURERS AND DESIGNERS OF ALL KINDS OF 


HEAVY MACHINERY, 
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GRAIN ELEVATORS yf LOUAMILLS, BRASS COPPER | 
“TIN PLATE ROLLING MILLS GABLE. MARINE RAILWAYS 
POOLE: LEFFEL TURBINE WATER-WHEELS 


>, DREDGING MACHIt NES 2 





direction the fancy dictates. 
Where no picture is used and 
where there is no_ decorative 
scheme, it would be far more 
sensible to employ strong display 
type that would be rational and 
readable. The eye would un- 
doubtedly catch this sombre oval, 
but it would rarely if ever worry 
over the anxiety of deciphering 
the text. 
* ee 

When anything is practical it is 
valuable. This is especially true 
of an advertising illustration. 
Sensible illustrations are those 
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which in a clear, clean, _ intelli- 
gent manner bring out the feat- 
ures of the article to be sold. If 
they do this and_ still possess 
strong printing qualities, an ideal 
condition has been approached. 
The United Electric Co. adver- 
tisement shown does possess the 
qualities mentioned. A_ novel 
space for copy, the electric feat- 
ure silhouetted where it cannot 
be overlooked, the element of 
human nature as obtained by the 
introduction of an_ attractive 
housewife, and lastly, but far 
from least, a technique in pen 


i}; 








tn homes where electricity is used 

for illumination, the night meal is no 

i] more difficult to prepare than those 
served by daylight. 

Oil lamps dimly light only one por- 

tion of the kitchen. An Electric 

“Light radiates a glow that reaches 

into the far corners and makes the 
whole room bright. 





treatment that would stand the 
test of reproduction if printed on 
cheap, damp, paper in a country 
newspaper Office. 


* * * 


Travel by railway has often 
appealed to the multitude as 
dusty and grimy and full of 
smoke. That was in the olden 
days before the electric express 
became a reality. Even now 
many prefer a boat because of 
this very objection. They are 
not swept by coal black torna- 
does. In this Richelieu & On- 
tario Navigation Company adver- 
tisement one is face to face with 
what looks to be a photographic 
certainty. One of the steamers 
as shown will belch out enough 
live smoke to start a minstrel 
factory. The picture proves it. 
Not the least fault of this ad is 
the fact that it has been divided 


into three parts, a defect which 
could easily have been avoided. If 
there is reason to believe that ‘he 
steamers on this line blacken the 





NIAGARA TO THE SEA. 


The grandest trip in America for health 
and pl The Tk d Islands, Rapids, 
Montreal, Quebec and the famed Saguenay 
River, with its stupendous Capes “ Trinity" 
and ‘‘ Eternity.” 

Send 6c. postage for illustrated guide to 


TuHos. HENRY, Traffic Manager, Montreal, Canada. 











sky as shown, very few of us 
could be induced to take the trip 
from “Niagara to the sea.” 


selects Aina Satis sin 
THE REASON OF IT. 

We had quite a session the other 
day on the Star Monthly Solicitor. 
Some of the boys thought the Solicitor 
had too much brightness wasted. They 
claim we say too much about things, 
and life, and philosophy and_ not 
enough about the Star Monthly. We 
know that if the Solicitor was filled 
with uffs and ads for the Siar 
Monthly, it~wouldn’t be read. We 
want you to enjoy the Solicitor and 
indulge us whenever we talk shop. l‘or 
“shop” is ‘what pays the Solicitor's 
printing and postage bills. The shop 
talk may be dry reading, but even so, 
all light-vein would be tiresome. So 
please read every line in this little 
book and remember when you spcnd 
money for advertising, we give you 
big value. It would indeed take a two- 
roomed brain, a mental gymnast, a 
Jekyll and Hyde, to make such’ a_ book- 
let as the Solicitor and then make of 
the Star Monthly a fake paper. ‘The 
same force that is responsible for the 
Solicitor is responsible for the Star 
Monthly.—Star Monthly Solicitor. 


—_+o+—___—_ 
HOT WEATHER—NO BUSINESS. 
Talk business—advertise—that is the 


way to produce results, but to sit 
down and say that just because it is 
summer there should be no busines: is 
simply aiding trade stagnancy, No use 
for that!—Talking Machine World. 
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Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a puge (23) lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount muy be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded for an advertisement, and granted, 
double price will be charged, 


WANTS, 


DVERTISERS’ TALK about my good adver- 
tising work. Free. SETH BROWN, Chicago. 


LLUSTRATED FARM SERVICE for dailies 
A Page mats or any way to suit. ASSOCIATED 
FAKM PRESS, 112 Dearborn St., Chicago. 


A NOUS for achange in location! Wecan 
i help you to a good position in any locality 
desired. rite us to-day. HAPGOODS, 305 
Broadway, N.Y. 


! Nee circulation of the New York World, 

morning edition, exceeds that of any other 
mcrning newspaper in America by more than 
100,000 copies per day. 


ome »N with advertising agency, by young 
man. Two years’ experience on Southern 
daily. Anxious to learn business; reason he de- 
sires change. Best references furnished; now 
employed. Address “C, H.,’” care Printers’ Ink. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable itions now open. We can 
give every capuble man the opportunity for 
advancement. Send for free Booklet No. 7. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. 


v6 ADVERTISERS! MAGAZINE”—THe Wesrt- 
ERN MONTHLY should be read vy every 
advertiser and mail-order dealer. st “School 
of Aavertising” in existence. ‘Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


Position wanted by man of executive ability 

trained in the munagement of weekly and 
monthly publications. Experience in all depart- 
ments—business, editorial, subscription and ad- 
vertising. Competent executive, forceful writer, 
with record of successful results in proarcias 
business. “BOX D. M.,’’ Printers’ Ink, New York. 


(: CUTS WANTED. 
) Australian house in large way o: 


COIN MAILER, 


$2 60 PER 1,000. For 6 coins $3. Any printing. 
e ACMECOIN CARRIER CO., Burlington,la. 
—_—+or—__—_ 


PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated papersa specialty. Diamond B Perfect. 
Write for high-grade catalogues, 
—_— +r 


PRINTING. 


ROMPT delivery of highest quality printed 

business forms and advertising maiter, ix 

our specialty. Let us estimate ou your next 

order. If your job is a very technical one or re- 

pa exactness in all respects we can suit you. 
'HE BOULTON PRESS, Drawer 9, Cuba, N. Y. 


COIN CARDS. 


$3 PER 1.000. Less for more; any princing. 
THE COIN WRAPPER Cv.,, Detroit, Mich. 


ee 
CARD INDEX SUPPLIES. 


GF, prices on Stock Cards and Special Forms 
from manufacturers. Curds furnished for 
all makes of cabinet Special d ts to 
Printing Trade. 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 





HALF-TONES. 


peer copper half-tones, 1-col.. $1; larger 
10¢. per in. THE, YOUNGSTOWN ARC oN- 
GRAVING CO., Youngstown, Vhio. 


N EWSPAPER HALF-TONES. 
IN 2x3, 75¢.; 3x4, $1 ; 4x5, $1.60, 
Dehvered when cash accompanies the order. 
Send for samples. 
OXVILLE ENGRAVING CO., Knoxville, Tenn. 


Dg ie PER Publishers, coming into city at 

Grand _ Central Station, will find us con- 
vienent to leave orders with, for either j.bor 
newspaper balf-tone. STANDARD ENGRAV- 
ING CO., 40th §t., cor. 7th Ave. 


Hee or line productions. 10 square 
inches or smaller. detivered prepaid, 73<.; 
6 or more, 50c. each, Caso with order. All 
newspaper screens. Service day and nigbt. 
Write for circulars. Keferences furpisbea. 
Newspaper process-engraver. P, O. Box 815, 
Philadelphia. Pa. 





f 
wants to arrange for regular supply of cuts 
ot every description for department store ad- 
vertising. Send proofs and prices to “CUTS.” 
Private box 1645, Genera] Post Office, Sydney, 
“N. 8. W.,” Australia. Letters to Australia 
cost 5 cents. 


EPRESENTATIVES in every city to solicit 
orders for catalogs, booklets, folders, etc. 
containing advanced business literature fuil 
of selling force. A liberal profit-sharing basis 
permits procuring the services of others Ex- 
clusive territory. Prospects furnished. Can use 
afew more solicitors in Greater New York. THE 
saat SELLING SERVICE, 78 Fifth Avenue, 
ew York, 


0 YOU WANT A CLEAN-CUT ADVERTIS- 

ING MANAGER, or high-grade solicitor. 
who for 6 years wrote and placed pages of 
copy, and for past 6 years has made record 
as solicitor and manager. Open to a change 
by August 16th. Wants to overcome stron 
competition. Has always made good. - 
dress “MIDDLE WEST,”’ Printers’ Ink. 








’ ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forreaay positions at $25 a week and over, to 
wiite for free copy of my new prospectus and 
enuorsements from leading concerns every- 
where, One graduate fills $8,000 place, »nother 
$5.000, and any number earn $1,500. The nest 
elething adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
m.nd exceeds supe 
GEORGE H. POWELL Advertising and Ruat- 
hess Expert, 471 Metropolitan Annex, New York. 


is 
+> 


BOOKS. 





1 1 BEST BOOKS on Advertising, $18 worth 
for $13. Dis.on 2or more. Send for liat. 
PRUFITABLE ADVERTISING, Boston. 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as & real busines: force. 
The remainder of the eaition (published iast 
year) is now offered for sale. About 600 pages. 
5x8, set in long primer. with many half-tone 
a Cloth and gola. Price $2, prepaid. 

HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York, 


~e 


POSTAGE STAMPS, 


BUY at 3 off, unused U. 8.; c.0.d. R. E. 
ORSER, 2404 Milwaukee Ave , Chicago, lil. 





PUBLISHING ae eee OPPORTCNI- 
ES. 


$10,00 


Which now nets $4,000 for owner. 
Paid circulation—Good volume advertising, 
Which can = be increased. 


CASA will buy 
Asmail Trade Paper 


Price considered— unusual bargain. 
Write, ’phone or call at once. 
EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 
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ADVERTISING AGENCIES, 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusivelye 


GRICULTURAL and Newspaper Advertising. 
A.C.THEGEN AGENCY, 422 Drexel Bdg.,Phila. 


HE IRELAND ADVERTISING saneee, 
2015 Tribune Building, New Yor 
925 Chestnut Street, Fhilaaelpris. 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
General advertising Agents. Kstablishea 

1872. Chicago. Boston. Philadelpbia. Advertis- 
ingof ail kinds placed in every part of the world, 


PRINTERS. 


z bie catalogues. booklets. circulars, acv. 
ter—all kinds. Write for prices. THE 
BL. AIR PTC. Cu,, 514 Main St.. Cincinnati. 0. 


SUPPLIES. 
7 D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag: 
azine cut inks than any other ink house iv the 
trade. 
Spe vial prices to cash buyers. 
N R. PUBLISHER: You ought to have Bernard’s 
i Cold Water Paste in your circulation dep’t 
for pasting mailing wrappers. No other paste 
so clean, convenient and cheap. Sample Free. 
BERNARD, 609 Kector Building, Chicago, Ill. 
<> 


PATENTS, 


PATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY 
Washington. 2). 0. Exatab. 1869. 








PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 

for publishers and others from the foremost 
makers and —— dealers in jewelry anc 
kindred Ne ©) Ont list price illustrated 
catalo jreatest book of its kind. 
Publiened ane. 35th issuc now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y, 


SPECIAL NOTICE. 


66 « KOYAL ROAD TO KNOWLEDGE ”—Mil- 
4A lions of up-to-date pictures and clippings 

on every topic, from nel sources, classified fer 
instant reference, Calls or correspondence. THE 
SEARCH-LIGHT INFORMATION LIBRARY, 34) 
Fifth Ave. (opposite the Waldorf-Astoria, N. Y.) 


———_~»—_——__ 
NEWSPAPER WRITING. 


AM WRITING newspaper advertisements, 

booklets, folders, circulars and follow-u 
matter that produce business. Charges m 
erate. Write me on your letter head to-day. 
WARREN ECCLES, Trenton. N. J. 


MAILING MACHINES. 


'NHE DICK MATCHLESS MAILER. lightest and 
uickest. Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
_——+30e————_—— 


PUBLICATIONS. 


ROFITABLE ADVERTISING, Boston, Mass. 
The leading eK journal; $2 a year. 
Sample copy 2c. Vol. 17 began with June. 


AD WRITING. 


RACTICAL ad _ writing; correspondence in. 
vited. GRIFFITH K. DICK, Evansville, Ind. 


—-+-—____. 
ADVERTISING NOVELTIES. 


= 5" novelties. Buy direct; 2 sam- 
ples, 10c. J.C. KENYON, Mfr., Owego, N.Y. 


MAIL ORDER. 


we are —_ to start in the M, 0. business: 

from rers and 
hein Yo 3 of live mail order goods. 
Something new. Also catalogues and circulars 
in our name, ROYAL NOVELTY COMPANY, 
Lock Box 329, Rugby, N. D. 
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ADVERTISING MEDTA,. 


if you have goods to sell to the luxury-Ic ving 
play-going public then 


Tue THEATRE MaGazinr 


is the right medium for you—the medium 1 iat 
can carry your message directly to the ri: pt 
people, and back up your statement with ‘he 
fulk strength of an ever growing prestize, 
Write for sample copy, rates and informatio... 
THE THEATRE MAGAZINE, 
26 West Thirty-third Street, NEw York. 


'EWENTY grocers distribute food products to 

10,000 consumers in Troy and Central Mi:ini 
C ounty, Ohio. ‘he REcORD reaches 70 per cent 
of them. Only daily. One ——— ouly 
necessary. Send for rate card. 


ineanall 
MISCELLANEOUS. 
HE REVEILLE PRESS, Vevay, Ind., has the 
best equipped job office in t. at State, out- 
side of Indianapolis. The work they produce is 
in harmony with the plant, Send them the copy 
for your next job. 


40, 000 CORREGYT and up-to-date names 
and addresses of Vermont Siate 
County, City and Town Ofticials, Merchants, Man: 
ufacturers, Clergymen, Lawyers Physic ians, 
Teachers; also Hotels, Banks, Schools, Courts, 
Newspapers, Associations, Notaries. Justices, 
Officers of Fraternal Orders and Women’s 
Clubs. All in Wa.ton’s Vermont Register, just 
issued, 1907-8. The Register has been published 
for 100 years. Bourdincloth. Price ag 
paid. WALTON REGISTER CoO., St. Albans, 
<-> —_____— 


BUSINESS CHANCES. 


ALKSMEN—Write the DAYTON LABEL Co., 
Dayton, O., for sample -outfit and sell 2,000 
printed GUMMED STICKERS for $1 “on theside ” 
40 per cent com, and a square deal. Write now. 


a oe 
FOR SALE. 


RINTING PLANT—worth $2,000—$1,100. Op- 

portunity for practical printer. Will repay 

ye) — Address M. LOEB & CU., 
son, 


ane INK subscription (paid to 1922); $ 
Wnts for 14 years; 200 back numbers 
A $40 scholarship in Chicago College of Adver- 
tising for $10. A. J, FISHER, Quincy, Ill. 


Om daily in rich county and county seat 
owner engaged in other business ; county 
seat, 4,000; county, 40,000; 13 R. F. D. Routes leave 
town; 45 It. F. D. Routes in county; 
ers each day; plant cost ve years ayo; 
never run by experience: man; now running; 
immediate buyer; $750 cash, $750 easy install 
ments. For interview, address “R. B. R.,” Box 
633, Harrisburg, Pa. 


reach farm- 


tor 
PUBLISHERS. 


Newspaper Publishers 
DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO. 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 
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A QUANTITY 
OF QUALITY 


Not all Catholics subscribe to Yo ul Cc an = 
BENZIGER’S 
MAGAZINE, |] not cover 


(not yet), 


But the quality of our G r e a t e r 
75,000 CIRCULATION : 
ivansurpassed if equaled. |! Cleveland 
BENZIGER’S 
anes without 


is the only popular Catholic family 
monthly published in the United 


States, 
Mail us a postal for particulars, the NEWS. 


BENZIGER’S MAGAZINE 
36-38 Barclay St., New York City 


























4 YEARS FOR $5 


The subscription price of Printers’ INK is $2 a year, 
but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 


intelligent newspapers find it a good investment to sub- 


scribe for copies for their local advertisers. It teaches 


them how to make their advertising pay, and to become 


larger and better advertisers. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, «nd any other suggestious for bettering this department. 











Marytanp CasuaLty COMPANY, 
Office of Division of Publicity. 
BALTIMORE. 

Editor Ready Made Department: 

Dear Sir—I am sending you here- 
with two issues of the Automobile 
News, a miniature newspaper issued 
by this Division to assist our agents 
in soliciting Automobile Liability In- 
surance. This is one of the many 
branches of insurance written by this 
company, and as you probably know, 
protects automobilists against claims 
and suits on the part of persons in- 
jured through the operation of cars 
owned by the assured. 

We give in each issue of the little 
paper reports of accidents which have 
happened and suits which have been 
filed as a result thereof, together with 
a little talk sprinkled in to show the 
desirability of this form of insurance. 

As you suggested in your criticism 
on page 44 of the issue of July 3d 
that the folder which you were re- 
viewing would be more effective if got- 
ten out in miniature form, I am_ send- 
ing you these copies of our little pa- 
er, as I believe you will be interested 
in looking them over. 

This little paper has been very ~ 
cessful, and will be issued by 
throughout the summer and early fall. 

I would like to have your criticism 
of it. Yours very truly, 

(Signed) G. timc SEAL, 
Sup’t Publicity Division. 





The four-page miniature news- 
paper referred to, entitled the 
Automobile News, seems likely 
to get more attention in this 
form than as a circular, for sev- 
eral reasons. In the first place, 
many people who give scant at- 
tention to circulars will read al- 
most anything that is presented 
in the form of a newspaper; and 
the type, width of column, make- 
up in general, is one to which the 
eye is accustomed, and - which, 
therefore, is sure to get more or 
less attention, simply from force 
of habit. There are three col- 
umns to the page, of standard 
newspaper width. The page is 
about 8% inches in depth. One 
column on the front page is given 
to a general argument, like the 
following: 

The mere fact that a certain train 
has gone over its run hundreds of 
times in safety is no guarantee that it 
will always do so. The catastrophes 





of this year prove just the contrary to 
be true. 

That many wmotorists—you 
the number—have never had an _ ac- 
cident, have never killed or injured 
anybody while operating the car 1s no 
assurance of such good fortune in the 
future. We print in this issue of the 
News accounts of many accidents, all 
serious, which were . caused through 
unavoidable means. You cannot help 
it if your car frightens a horse, caus- 
ing him to run away and injure some- 
one, yet the courts will hold you re- 
sponsible, Your steering gear may 
become locked, your car may skid; in 
many unavoidable ways people may be 
injured by your automobile. 

Damage suits follow closely in the 
wake of such accidents as this issue of 
the News will show. And a # a 
notorious fact that the “anti-motorist”’ 
sentiment is the cause of many verdicts. 
On the last page of the News you will 
find a way out of this dilemma. 


among 





Which is well calculated to 
make the auto-owner sit up and 
think, particularly after one or 
two “close shaves,’ and there 
are short paragraphs to the same 
general effect on other pages. 
But the principal strength of the 
Automobile News lies in the re- 
printing, from the daily newspa- 
pers, of accounts of serious auto 
accidents which were followed 
promptly by lawsuits, in some 
cases showing verdicts for sub- 
stantial amounts. One of these 
pages starts with a three-column 
ad in bold face, reading like this: 

ARE VERDICTS RENDERED 
in suits arising out of automobile ac- 
cidents? 

Read the items below—they seem to 
answer “Yes.” It would have been 
mighty handy for these people to have 
an insurance company step in and 
pay up for them. 


foot of another 
page, following an account of an 
auto-accident, reprinted in all its 


And, at the 


harrowing details, is this bold. 


face comment: 
This boy jumped in the way him 


self. Still, it’s going to cost some 
thing to dispose of this case. 





Similar advertising has beer 
done for various safety devices 
but with nothing like equal op . 
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was often 
was insufficient 
way of really 


portunities, for it 
found that there 
material in the 
startling reprints to make much 
of an impression. But auto ac- 
cidents are of such frequent oc- 
currence, and many of them are 
so serious, that there is pretty 
sure to be a good supply. In 
fact, with the number of cars in 
use steadily increasing, there will 
probably be a proportionate in- 
crease in the number of “killed 
and wounded” and, therefore, a 
still greater opportunity for this 
kind of advertising. The idea is 
not only a good one, but is being 
used intelligently in this little 
publication. It is not easy to 
conceive of a _ more effective 
method for selling insurance of 
this kind. 


A Laundry Ad of 
From the Dubuque 
Telegraph. 


Your Soft Shirts. 


Now is the time to think 
about the laundering of 
your soft shirts for summer, 

On hot days when you 
have your coat off your 
shirt must look nice. 

We iron by pressure, the 
new system; the button 
holes exactly meet the but- 
tons and the plaits do not 
bulge. 

If they are cuff attached, 

ou need not fear of soft 
listered work as it is un- 
known in press machine 
work, 


UPTON’S LAUNDRY, 
3rd and Locust. 
Both Phones. 

Iowa. 





the Right Sort. 
(Ia.) Morning 





Dubuque, 








From the Utica (N. Y.) Daily Press. 


Boiled Ham 


made from young, 
pigs, cured just right, 
smoked with maple wood 
and boiled in the good old- 
fashioned way. Get- some. 
Cooked Corn Beef, Bologna, 
Frankfurter, Pigs’ Feet, 
Tripe, for summer lunch: 
eon. 


JOHN A. BECKER, 
135 South Street, 
Utica, N. Y. 





tender 














A Good Thought, 


a Cavity After It Is Filled. 


‘a be Interesting to Know 
of Ice is. 
Journal. 


An 


Pittsburg Leader. 


ile 





One Single 
Unfilled Cavity 
In a Tooth 


may breed germs enough to 
infect the whole body. All 
my dental methods are pain- 
less, 

DR. FRANK NEGUS, 
425 Main St., Cor Court, 
Opp. Smith & Murray, 
Springfield, Mass. 
Hours 8 to 7, Sat. 
Sunday 10 to 2. 

attendant, 


to 9, 
Lady 
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But Is a a ne Still 


: 


a 








ow Large (or Small) a “Pi 





Absopure 
Distilled 
Water Ice. 


For home health, for 
home luxury, for home 
comfort, you must have the 
clear, ‘sparkling purity of 
Absopure Distilled Water 
Ice—the purest ice in the 
world. Frozen harder, lasts 
longer and costs no more 
than ordinary ice: Four 
pieces a week, $1,25 a 
month; 7 pieces a_ week, 
$2 a month, Phone Ridge 
14 now for Absopure. 


PEOPLE’S ICE CO., 
David A. Brown, Pres. and 
Gen’l Mgr. 
Detroit, Mich, 








Appeal to Reason. From 


Just 
ece”’ 


From the Detroit (Mich.) 





Team Owners 


know that it’s the maximum 
work of horses that brings 
the profit. To. get this 
“maximum work” depends 
on condition and_ condition 
on feed. You can’t get first- 
class work on_ second-class. 
feed. For results’ try 
a combination of our 

Prime“ Timothy Hay and 
No. 1 White Oats. 

There’s always a_percent- 
age in using the best. 


eaten McCAFFREY’S 

Temporary Offices: 

720 Fifth Avenue, 
Pittsburg, Pa. 


In the one spot 31 years. 
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LEADBEATER & PETERS, F.S.M.C., D.B.O.A., 
Qualified Ophthalmic Opticians, 
By special appointment to the Rother- 
ham Hospital, 

5 & 7 Frederick Street, 

RoTHERHAM. 
Editor of Printers’ INK: . 

Dear Sir—Can you put me _ into 
communication with any firm which 
makes a business of testing the sight 
by mail? I am thinking of taking up 
this work and would like to get into 
communication with some firm which 
is already doing it. Perhaps you will 
make my request known through the 
columns of your journal, which has 
been my constant companion for many 
years. 

1 am enclosing a little of our recent 
literature, which I think you may be in- 
terested in seeing, including the 
Camera Sphere, a little journal which 
we have issued for the past six years 
and which has a monthly circulation 
of 600 copies. 

Please accept my best thanks for 
your kind notice some few weeks back 
of our efforts in advertising; they 
were very encouraging to me. I can 
assure you that I find Printers’ INK 
a source of inspiration and help every 
week. Directly it comes to hand, it 
finds a place in my pocket, and does 
not leave my person till every bit of 
it has been read and digested. I would 
on no account be without it; even if 
we did not do so much advertising, I 
should still take it in order to be kept 
alert. 

With kind regards, 

I am, dear sir, 
Very faithfully yours, 


(Signed) AtFrEep PETERS, 





The Camera Sphere, a 16-page 
paper, 5%4x8% inches, two col- 
umns to the page, is made up 
largely of reprints, but the mat- 
ter is appropriate and well pre- 
sented. “From Behind _ the 
Counter” is the title of a depart- 
ment occupying two pages. It 
consists of short paragraphs, like 
these: 

I have shown you this before. It is 
one of the Primus Caricature Fore- 
grounds. They are 2s. each. Please 


remember them when you wish to have 
some fun—fun without vulgarity. 


What of the Watalu? 


Have you 
If you use 
will be re- 


tried this? It is good. 
this plate no developer 
quired—simply water. 

With water only a fine printing 
negative is obtainable—a negative with 
full detail and fine gradation. 


This department is salesman’s 
talk, all through, and is very ap- 
propriately signed, “The Sales- 
man.” “The Editor” also has his 
say, but after a few comments on 
the weather and a few warnings 
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about using fresh stock, he, too, 
becomes a salesman, and says: 


It has occurred to us that there are 
many persons not possessing cameras, 
or perhaps one of an adaptable and 
convenient style, who would like oc- 
casionally to have the use of a suit- 
able outfit. 

We are prepared to let out on hire, 
at a reasonable, rate, cameras of quite 
up-to-date style, tested periodically, so 
that they may be depended upon to be 
in order, and efficient instruments. 

Our charges for hire are strictly 
moderate; as a matter of fact, we will 
lend you a Three Guinea Camera for 
a whole week for so small a sum as 
2s. 6d., so there is nothing to prevent 
you taking a Camera with you on 
your holiday trip. 

f you have no knowledge of photo- 
graphy, do not let this stand in your 
way. Ve will quickly instruct you 
how to manipulate the exposures, and 
you can send the films to us for de- 
veloping and printing. The cost of 
this will be small. 

It may be that you own a. stand 
camera, and find it too cumbersome to 
include in your holiday outfit. Our 
offer will therefore appeal to you. 





Altogether, it is an excellent 
little publication for its purpose, 
but I believe that there would be 
a distinct gain if the title page 
were made to look more like a 
magazine and less like a circular. 
In its present form the summary 
of principal contents, which ~ is 
printed on the front in heavy 
display type, of various faces and 
sizes, father overshadows the 
title itself. Our English cousins 
seem very partial to heavy 
gothics and very black rules and 
there are few printers, in England 
or America, who make proper 
use of such materials. 





A Good Suggestion. 
burg Post. 


From the Pitts- 





Take a Fountain 
Pen With You— 


your own fountain pen— 
and a good one, is almost 
an essential when you are 
traveling— 

You can’t go wrong if 
you buy a Waterman— 

We have good pens as low 
as $1 and $1.50— 

.The Watermans are $2.50 
up— 

J. R. WELDIN & CO., 

429-431 Wood Street, 

Pittsburg, Pa. 














PRINTERS’ INK. 


A Commonsense Argument for Good 


Tue Watson Roor Co., 
427 Fifteenth Street, 
Phone Oakland 1906. 
Oaxkanp, Cal. 
Editor Ready Made Department: 

DEAR Str—I am enclosing for your 
kind consideration and criticism, a 
booklet about felt and gravel roofing, 
which we have recently issued. 

[ am a very interested reader of 
your excellent magazine, and would 
very much appreciate your opinion of 
my book. Very truly yours, 

(Signed) J. R. D. Mackenzie. 





While this does not come strict- 
ly within the province of this de- 
partment, I believe that if a few 
words of well-deserved com- 
mendation lead to the placing of 
the book in the hands of local 
roofers, for emulation by them in 
their own advertising, the time 
and space will have been well ex- 
pended. The full title of the 
book is ‘“Watson’s Specification 
Roof: a Handbook for Archi- 
tects, Engineers and Contractors 
About Roofs,” all of which is 
most attractively displayed on 
the cover. Then it gets right 
down to business, and, after tell- 
ing what kind of service the 
Watson brand of roof will give 
and pointing specific instances as 
proof, tells what the Watson roof 
is made from and why it wears 
so well. The matter is set in 
large type, the illustrations are 
simple but strong line drawings, 
and the margins are wide. It is 
printed in black, on ‘an unfinished 
white stock, and the general 
effect, while not ornate, is such 
that even one with but little in- 
terest in either roofing or adver- 
tising would not be likely to 
throw the book away without a 
second glance. 





Short and Sweet. From the Phila- 


delphia Bulletin. 





Cream Wafers. 


A “melt in your mouth” 


favorite. A dozen or more 
flavors—most of them fruit. 
Nice to take away and the 
children are very fond of 
them. Always fresh at 


LAURENT?’S, 
1306 Chestnut St., 
Philadelphia, Pa. 
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Printing. From the Mexican Her- 


ald, Mexico City, Mex, 





Is Your 
Printer Fair ? 


When vou place your or- 
der for Printing with a con- 
cern whose price is the 
cheapest, does the - printer 
tell you that he has figured 
on the cheapest paper he 
can obtain of its class; that 
the ink used will be the 
lowest grade that will cover 
the surface of the paper, 
and that the work will be 
cheap every way, because 
the price is cheap? Is he 
fair enough to do this, and 
would you be satisfied if he 
did? There is something 
more in Printing than the 
price, Let us talk with you 
about values—high grade 
work, prompt service and 
fair treatment. 


IMPRENTA DE HULL, 
za. Independencia No. 8, 
Mexico, D. F. 

For: more than 15 years 
the leading Printers, Bind- 
ers, Rulers and Blank Book 
Makers in the City of 

Mexico. 








A Strong One for a School of Music. 
From tne Zanesville (O.) Signal. 





Character 
Is the Result 


of two things—mental at- 
titude and the way we 
spend our time. Time spent 
in the study of music is 
not wasted, as nothing is 
more elevating than music, 
the careful study of which 
brings its own reward. 

At the Zanesville School 
of Music various kinds of 
instrumental music are 
taught, including courses 
in harmony, instrumenta- 
tion and sight-reading. The 
school is not an_ experi- 
ment and a class of nearly 
seventy pupils can _ attest 
the proficiency of the in- 
struction ‘received and of 
the ability of its director. 

f you are interested call 
or address the Zanesville 
School of |Music—opposite 
Masonic Temple, Fourth 
Street. y 


E. F, BUCKMEYER, 


Director, 
Zanesville, O. 
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PRINTERS’ INK, 


An Opportunity 
Half Gone. 





A few weeks ago Printers’ INK announced a 
series of eight special issues, the first to be put 
forth on July 17. Each of these issues, it was 
stated, would go to 2,000 non-subscribers (16,000 
in all) in addition to the regular mailing list. The 
list of extra names was secured from .the Chicago 
Daily News, and is, perhaps, the best list of adver- 
tisers that has ever been compiled. 


The fourth issue of the series goes to press to- 
day (July 31). There are many publishers who 
should be represented in the four remaining issues. 
Eight thousand extra names—no advance in rates. 
Classified advertising, 20 cents a line per insertion. 
Display, $3 an inch, $10 a quarter page, $20 a half 
page, $40 a page. For the four remaining inser- 
tions, multiply these prices by four. 


Press Day for the Next Special 
Issue August 7th. 





PRINTERS’ INK, 


10 Spruce St., New York. 








